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Lowest prices in the country. 
Custom design planning. 


KIDDIE RIDES USA™ 


Kiddie Rides USA 
604 Main: Davenport IA -52803 
1-800-553-8000- TOLL FREE 


DFITS. 


PLAY METER | 


Twice a Month Publication for the Coin Operated Entertainment Industry 


WBPA Member Business Publications Audit 


CO NTENTS/ Volume 10, Number 9/May 15, 1984 


FEATURES 
Arcade Strategies 


How some arcades are adjusting to fewer quarters ............. 2c cece eens 19 
Key if fo TOKEN DIOMONIONS. «6.x bnavs cinder ends cavneed pase cadudivnseiee ee 25 
Ticket dispensers: player incentive can increase arcade traffic ................ O41 
Food can increase an arcade’s profitability............ 0... cc ccc eee ees 40 
Coinmoan: Tom. MCAUUMG 3 .< as 6066535585040 35-044 edad bao Neawee<beutedennws 50 


Policing the Industry 35 


Roger Sharpe urges industry members to police the industry themselves—to examine 
its internal business practices and, when necessary, change them. He also warns 
readers of the “election year syndrome.” 


More in this issue 


Novelties diversify arcade equipment, p. 10, and Photon: a high-tech fantasy 
experience, p. 46. 


DEPARTMENTS 


6 Up Front 62 Frank’s Cranks 

7 Letters to the Editor 64 Technical Topics 

11 News 67 New Products 

18 Tournaments 71 Classified Advertising 
30 Equipment Poll 78 News Briefs 


60 Legal Hints 


Cover Credit: Hugh Armstrong of Cherokee Studio in Blaine, Tennessee. 


Capture all the fun and charm 


wae of the classic Whac-A-Mole. 
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YOU NEED OUR FEATURE LINE 


Nintendo’s Punch-Out ¢ Exidy’s Crossbow ®@ Bally’s Ten Pin 
Nintendo’s VS System ¢ Centuri’s Track & Field @ Bally’s Spy Hunter 
Arachnid’s English Mark Dartes @ Coinit’s Birdie King II 


ALL THE LATEST CONVERSION KITS AVAILABLE 


(Our Prices Are Too Low To Print) 
Pole Position II ¢ Mario Bros. © Galaxy Ranger @ Space Ace @ Mr. Do!’s Castle 
Up and Down @ Donkey Kong 3 @ Mega Zone ®@ Pac-Man Jr. @ Elevator Action 
Time Pilot 84 @ Mr. Do!’s Wild Ride @ Cloak & Dagger @ Exerion @ The Glob 
Marvin’s Maze ® Nova 2001 ® Major Havoc 
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by by by 
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It is much easier to change an arcade’s name to 
“family amusement center” than to change its image. 
People seem to recall bad experiences about an 
arcade in their community before they can even 
remember their congressman’s name. Bad feelings 
die hard. It has been said that operators are some- 
times their own worst enemies. | recently found out 
what this means. 

My teenage daughter accompanied me to a 
bowling center where | participate in league play. As 
is often the case, she soon got bored and asked if she 
could go to an arcade across the parking lot. “Sure,”’ | 
beamed. After all, | love this industry and have often 
touted its praises. And | have visited some pretty 
classy family amusement centers. 


After bowling, | went to get my daughter. When | 
walked into the arcade, my smile turned to a frownas | 
quickly turned from industry advocate to protective 
parent. Cigarette smoke settled in a cloud, and the 
stench of beer and trash was prevalent. The manager 
(using the term loosely) was about 16 and was more 
interested in the girls that were paying attention to 
him than in what was happening in the arcade. 


And in true parental form, | turned to Becki and 
said, ‘““you better never come back here again.” Wait, 
did I really say that? | was angry that the owner had not 
taken the time or cared enough to hire someone to 
manage (handle or direct with a degree of skill, 
according to Webster) his arcade. 


Is this the only arcade with a problem? Of course 
not. But most parents don’t realize that a problem 
arcade is the exception, not the rule. There are some 
beautiful arcades that are a credit to the industry. But | 


Y @ 


know that if other parents had visited their kids in that 
location, few would be allowed in another arcade. 

Family amusement center operators have long 
realized the agony of trying to protect a center’s 
fragile image and reputation only to have it painted 
with the same brush as a problem arcade. Some of 
these operators have banded together and intend to 
do something about image problems. The National 
Coin Machine Institute has formed the Family 
Amusement Center Division destined to be a spear- 
head of concerned family amusement center oper- 
ators. Their goals are admirable, and | sincerely hope 
that their expectations are met. Standards of operation 
in family amusement centers desperately need to be 
raised before high quality locations are plowed under 
with the few bad ones. If you operate one family 
amusement center or several, why not call NCMI at 
212/227-2230 to get information about its new 
division. You can help the industry and yourself at the 
Same time. 

If you aren't interested in joining the division, 
remember there are operators who are serious about 
staying in business and who take pride in their stores. 
They owe their existence to their efforts at blending 
into communities and projecting goodwill. Don’t be 
the arcade parents complain about at every town 
meeting. Don't be the place their kids aren’t allowed 
to go in, the arcade that always has trash outside the 
door and in the parking lot, or the one whose 
manager can't be distinguished from the customers. If 
your arcade doesn’t mean enough to you to maintain 
a good image, please get out of this industry and do 
your business elsewhere. Arcades mean too much to 
a great many others in this industry. 


NOTE: On my way to the bowling center this week, | noticed the arcade’s sign had been replaced 


Valerie Cognevich 
Editorial Director 


with a “for lease”’ sign. 
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Smoking rules 


The article in your March 15th 
issue titled “Our Cades” by Bill 
Kurtz (p. 66), though well meaning 
in nature, is in reality way off target. 

As an operator of arcades for 10 
years and as president of National 
Coin Consultants, the advice I give 
both friends and clients in the arcade 
business is to address the problems 
that will inevitably arise imme- 
diately and to treat the causes 
of these problems not the effects. 

A typical example of treatment of 
causes opposed to effect theory can 
be perfectly illustrated by a state- 
ment made in Kurtz’s article where 
he states “another potential trouble 
spot for arcades is rest rooms. Teens 
often congregate there to talk and 
smoke, especially if your arcade has 
a no smoking” policy—which you 
certainly should have.” 

The only time an arcade should 
have a no smoking policy is if it is 
located in a mall where there is an 
alternative place to have a cigarette. 
As an ex-smoker, I remember .how 
great the urge to have a cigarette is. 
Don't force your customers to sneak 
a cigarette in the bathroom, or, if 
you are in a strip shopping center 
(where the majority of arcades are), 
to stand in front of the store to 
smoke. This presents the worst 
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image possible to a passerby who 
will conjure up images of those 
customers smoking marijuana 
instead of a Marlboro. 

The most intelligent solution is to 
provide a smoking area (limited in 
size and allowable duration of stay 
etc.) with the rules pertaining to 
that area and the entire room prom- 
inently displayed, and train your 
attendants how to handle it. The 
answer to most problems in our 
business is like many others—they 


can be traced to bad management or 
lack of management. 

I agree with Kurtz that bath- 
rooms should be locked, and there is 
a simple solution to the problem of 
one teen passing the key toa friend. 
I have installed electronic locks on 
the bathrooms at my arcades. Entry 
is controlled from the attendants’ 
booth by a buzzer. (If bathrooms are 
in an isolated area, a closed circuit 
camera in that area and a monitor at 
the desk can solve the problem for 
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If You Don’t See It, Call Us! 


Interspace 
Video 
Sales 


The Industry’s Bottom Line 


800/221-7088 


about $350.) 

The image of an arcade is impor- 
tant not only to the older generation 
but to the younger one which makes 
up the largest share of arcade cus- 
tomers. If we are viewed by these 
younger customers as responsive to 
their needs and wants (while still 
being good businessmen and main- 
taining fair rules), we build a cus- 
tomer relationship of respect and 
mutual caring. People of all ages 
basically react in the same manner 
in which they are treated. Try it—it 
works! 

Jerry Burger 

President 

National Coin Consultants 
Beachwood, Ohio 


Fight back!’ 


Several of the larger manufac- 
turers are guilty of leading the game 
business down a precarious road 
toward destruction. Is it caused by 
hunger, aggression, competition, 
ignorance, or greed? I’ve seen this 
happen before with individuals as 
well as businesses. They gobble 
more than they can stomach, and, 
before they know it, their situation 
becomes fatal. 

Let's analyze the problem with a 
few questions. 

1. Why would a large manufac- 
turer, which has been encouraging 
and promoting the game business 
for many years, consequently make a 
decision to hurt you, the operator/- 
arcade owner, by marketing home 
cartridges on the same games you 
have in your arcade? 

2. Why would a manufacturer 
sell popular games to cable televi- 
sion, and, from the other side of its 
mouth, express an interest in 
helping the operator/ arcade 
owner? 

3. Why do manufacturers allow 
two big trade shows in the same city 
within 3 weeks? Small exhibitors 
and most operators can’t afford to 
Participate in both shows, and, by 
doing this, they reduce the attention 
for both. 

By George, I'll bet you know the 
answers to the above questions! The 
answers are easy, and the solutions 


to these problems are simple. You 
must organize and fight back! Guns 
and knives won't be necessary. You 
can fight back by NOT BUYING 
GAMES FROM THESE MANU- 
FACTURERS who are competing 
with you. 

Would you give money to your 
enemy with whom you are fighting 
because it manufactures something 
you want? Can't you do without one 
or two popular games and buy other 
games from manufacturers loyal to 
your cause? Some of these big 
manufacturers are losing money 
already, and, with a little effort on 
your part, you could break them or 
make them cooperate. 

Let's prove that all game opera- 
tors and arcade owners have the 
voice and the power to control these 
manufacturers. There are plenty of 
hit games manufactured by com- 
panies which are not killing the 
game business. You may lose a little 
income in the beginning, but, in the 
long run, your restraint will prove 
profitable. If your business is going 
to survive, stop worrying about your 
competition, and start thinking 
about your future. 

Also, if you would like to have an 
organization for operators/arcade 
owners to strengthen your position, 
write or phone a message expres- 
sing your participation and support. 
Contact Stan Pearson (manufac- 
turer/operator), 333 N. Queen St., 
Kinston, NC 28501. Telephone: 
919/527-8241 (night telephone: 
919/523-6004). 

Stan Pearson 
A-1 Products 
Kinston, North Carolina 


Something on your mind you want to 
vent? Got a gripe? Full of praise? 
Have a question? If you have 
comments on the coin operated 
entertainment industry, write to Play 
Meter. Our “Letters to the Editor” 
columns are dedicated to YOu, the 
operator/reader. 

All letters must be siened if 
requested, only initials will be used or 
the name withheld from print. Please 
include return address (although, for 
the sake of your privacy, addresses will 
not be printed.) All letters subject to 
Slandara caine) Be. concise. 
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MARYLAND 
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UNION 


Van Brook is #1 World Wide 


A. Keeping our Customers Number One has made Van 
: Brook the Number One Leader in the Amusement & 
ATARI Casino Token Industry. No other supplier can offer you: 


e Immediate, same day shipment on Stock Tokens and 
Accessory Items. 

¢ Buy-Back Agreement 100% on Stock Tokens. 

¢ Special-Sized Token Wrappers. 

¢ Wide array of all necessary Signs and Stickers. 

¢ Accessory Items in stock for immediate shipment. 


* Token Mechs (Metal & Plastic, 48 different sizes 
and types). 

* Cradles & Cradle Kits. 

* Push Chutes (Complete, Single-Token & 
Double-Token), Replacement Slides. 

English #515 Roll-Down Acceptors. 

English 4 x 4 Replacement Cradles & Kits. 

Klopp Token Counters. 

Security Cash Controller 

Kwik Koin Token Dispensers. 


* * * * 


* 


e Expert Technical Advice & Assistance, based on 
many years of experience. 

¢ Professional Artwork & Design Service at no charge. 

¢ Hundreds of attractive Stock Dies . 

¢ NOTES & QUOTES Promotion Booklet (up-dated 
and revised periodically). 

e Exporting Expertise -- We know the Export Market, 
and how to solve its complex problems. 

¢ Product Exellence -- Van Brook Standards of 
Precision and Quality Control are the highest in 
the Token Industry. 


Phone or write for catalog & samples 
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Noveities Diversify 


rcade operators waiting fora 

new generation of games to 

bring life back into their 
businesses may be in for a long wait, 
Mel McEwan of Meltec maintains. 
Many industry experts insist the 
future of the coin-op amusement 
business is in diversification—not 
more video games. 

But McEwan, who has a financial 
stake in that eventual market turn- 
around, said recently that operators 
are reluctant to make the switch. 
Expected sales of long-life equip- 
ment are still down, despite pro- 
jections that operators are going 
back to basics. The allure of the 
“fashion items’ (videos and pin- 
balls) is so strong, McEwan said, 
that it has artificially depressed the 
market's natural evolution back to 
route and arcade standards like pool, 
jukeboxes, kiddie rides, shuffle- 
boards, and bowlers. 


Arcade Equipment 


“A good many operators are 
operating videos and pinballs, and 
their revenues are way down,” 
McEwan said. “But they are reluc- 
tant to switch over to permanent 
types of equipment like Boom Ball 
or Skee-Ball because it requires a 
little more work—putting in display 
racks, counters, and prizes. 

“Many operators aren't spending 
money on anything,” he continued. 
“Instead, they are sitting on their old 
equipment that’s making $20 to $25 
a week. They shouldn’t operate at a 
net loss and wait for something to 
happen instead of investing in 
something else,’ he said. “They 
(Operators) are waiting for some- 
thing to happen—waiting for the 
Messiah, but Nolan has come and 
gone. 

Operators have to buy the hot 
videos, McEwan admitted, but added 
that a lot of arcade pieces are dead- 


More economical. 
More reliable. 
More player appeal. 
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wood. Large arcade operators (who 
have the space necessary for equip- 
ment like Boom Ball and Skee- Ball) 
should consider adding these types 
of games to replace videos and pins 
that aren't earning anything, he 
said. “It (Boom Ball) diversifies the 
arcade and attracts customers 
because people like to win prizes.” 


Weekly revenues 

Revenues from equipment like 
Boom Ball depend on the location, 
McEwan noted, but if an operator 
has a large arcade with good traffic 
and doesn’t offer pizza and shows, 
he can expect to make approxi- 
mately $150 to $175 per week. A 
location that attracts a lot of young 
children who can’t play video games, 
he said, can achieve higher revenues. 

Comparing video earnings with 
permanent equipment earnings, 
McEwan said, is like comparing 
apples with oranges. “The video 
game is a fad item,” he explained. 
“Eight of 10 videos have a limited 
life, and operators have to make all 
the money in the beginning. What 
permanent equipment earns this 
week is what it will earn five years 
from now. It will be as viable five 
years from now as it is today. 

“The whole philosophy of the 
business during the video boom 
became get it now—quick—and 
operators lined up the machines and 
cranked in the money,’ McEwan 
said. “But that business is gone. 
Operators have to ask themselves if 
they are in business for a couple of 
years or if they have a long-range 
business plan. People who want to 
stay in this business have to do other 
things,’ McEwan summarized. 
“They'll be successful if they can 
diversify.” e 
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ARCADES @ TOURNAMENTS 


BALLY TO BUY SENTE 


AS PIZZA TIME FILES BANKRUPTCY 


Pizza Time Theatre has agreed to 
sell its Sente Technologies subsidiary 
to Bally Manufacturing. 

The sale will net Bally the research 
and development services of the 
video game group headed by Nolan 
Bushnell for the price tag of $3.9 
million if it is approved by a bank- 
ruptcy court to whom Pizza Time 
has appealed for Chapter 11 status. 
That approval could be difficult, 
however, in face of the reported 
failure of the agreement to satisfy 
obligations due current Sente dis- 
tributors. 

According to contrary statements 
from officials at Sente and Bally, it 
appears Sente distributors, each of 
whom made advance payments 
against future game purchases to 
secure exclusive territory, could 
soon become Pizza Time creditors. 

“The advanced money was sup- 
posed to be locked up in escrow, or 
someplace safe,” one Sente distrib- 
utor told Play Meter. 

But a Pizza Time official admitted 
the money was used to cover Pizza 
Time debts. “The way that it was 
looked at was that Pizza Time put 
lots of money into Sente to get it 
started so we could take it back to 
use as was needed,” the official 
explained. 

He added that Bally will be 
responsible for meeting Sente’s 
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obligations to distributors. But, not 
so, said a Bally official. According to 
Bally Communications Director Bill 
Peltier, “we assume no liability to 
Sente distributors.” 

Sente distributors who do not 
carry the Bally line have reason to be 
concerned. One of Bally’s first steps 
after its purchase of Sega Electronics 


was to inform Sega distributorships 
they would not be included in the 
Bally network. 

One Sente distributor said he was 
contacted by a Sente representative 
who told him it would be 45 days 
before the confusion would be 
cleared up. “I’m not going to sit 
around and wait when they’re 


* 


More than 250 industry members brought their families to Universal’s 
Santa Clara warehouse for an open house to introduce the company’s 
new conversion, Mr. Do!’s Wild Ride. While operators look over the 
latest Mr. Do! edition, Universal’s Marketing Director Bill Cravens 
(back right) and Operations Manager Ray Musci (back, left) entertain 
the kids. 


sitting around with my money,’ the 
distributor told Play Meter. 

Pizza Time’s bankruptcy petition 
came on the heels of an estimated 
fourth quarter loss of $16 million. 
The bankruptcy was forced when 
one of its bank creditors demanded 
immediate payment of a $50 million 
note. 

Despite the note demand, it was 
not bad loans that got Pizza Time in 
trouble, said Communications 
Liaison Jon Porter. (Play Meter, April 
1, p. 19) “The most debilitating 
problem in our overall debt picture 
was keeping up with rents,” he said. 
“We just couldn’t see closing good 
locations because we were unable 
to come up with rent payments.” 

Pizza Time closed 29 stores within 
the last year, and Porter said a 
reorganization plan could mean 
more store closings. 

In its first step to reorganize, the 
company appointed Henry Mont- 


CALL TOLL FREE 


800-227-5815 


IN CA 800-227-5814 
OR 408-625-5333 
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gomery, a board member, chief 
executive officer. The appointment 
came after Randall Pike, who held 
that office just since January 31, 
resigned on March 23. Montgomery 
called the bankruptcy Pizza Time’s 
“only possible alternative for sur- 
vival,” and promised to begin build- 
ing a new management team to 
restructure the company. 

Under the agreement, Bally will 
take over the production of Sente 
developed games. “‘The Sente staff 
will remain the same,” said Sente 
Public Relations Director Ken 
Wagener. “Bally has chosen to keep 
things in tact.”’ 

According to Peltier, Bally’s prize 
is the acquisition of Nolan Bushnell. 
Battered from accusations of poor 
management of Pizza Time and 
investors’ suits over statements he 
made about the financial health of 
the company, Bushnell is deemed a 
major source of creative genius. 


“What we bought from Sente, ata 
cost that wasn’t very high, was Bush- 
nell’s people’s product design, 
engineering, and research capabil- 
ities,’ Peltier said. 

Purchase talks between Bally and 
Sente went on since early February 
at the manufacturers’ Amusement 
Showcase International in Chicago. 
There, amid rumors about bad 
checks and no credit, Bushnell per- 
petrated an image of opulence as 
bountiful as the California sun with 
the most lavish show floor exhibit 
and a lush hospitality suite. Bushnell 
circulated among admiring contem- 
poraries as the man who created the 
commercial video game, as the man 
who started the California move- 
ment away from the traditional 
industry rooted in the hard winters 
of Chicago. A decade later, it is 
ironic that Bushnell’s ideas will serve 
the company that represents the 
very tradition he challenged. * 


‘Quality is Our 
Family Tradition’ 


HOFFMAN & HOFFMAN 


CARMEL-BY-THE-SEA CALIFORNIA 93921-0896 
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POLICEMEN INDICTED 
FOR EXTORTION 


A federal grand jury indicted 13 
Philadelphia policemen March 8 for 
extorting money from 30 operators 
of video card games. 

The officers are charged with con- 
ducting a three-year pattern of 
racketeering during which they 
extorted an estimated $300,000 from 
operators in return for preventing 
the seizure of the games which were 
allegedly used as illegal gambling 
devices. 

Neither the operators nor bar 
owners have been charged with any 
violations. 

“They are the victims,” Assistant 
U.S. Attorney James Rohn told Play 
Meter. “They will be the witnesses.” 

However, state Liquor Control 
Board officials said the LCB enforce- 
ment division is preparing to take 
action against the bars that were 
involved in the illegal gambling 
activities. 

“The penalties range from fines of 
between $100 and $1,000 up to sus- 
pension,’ a department official said. 
She said the board has no idea of 
how widespred video gambling has 
become in Philadelphia or Pennsyl- 
vania, but that the LCB will “work 
from police reports to determine 


who will be penalized.” 

The March 8 indictments are the 
second set handed out to Philadel- 
phia policemen due to an FBI invest- 
igation that has continued for a year 
and a half. Last year, seven police- 
men were indicted, tried, and con- 
victed of similar charges, and, 
according to Rohn, the investigation 
continues. (Play Meter, October 15, 
1983, p. 22) 

“There will be more indictments,” 
he noted. 

The grand jury indictment charges 
the policemen with violations of 
federal racketeering statutes. It says 
they used the district and divisional 
organization of the Philadelphia 
police department to effect their 
scandal, “extort(ing) money from 
vendors within their own division, 
collect(ing) money for machines in 
other divisions with the understand- 
ing that the money would be passed 
on to officers in those divisions, and 
advis(ing) officers in other divisions 
of vendors known to have machines 
in those divisions.” 

The defendants each face maxi- 
mum penalties of between 100 and 
300 years imprisonment and fines 
between $70,000 and $190,000. e 


IMA SPONSORS ENCOURAGED 


Hosts of the 5th International 
Amusement and Vending Machine 
Trade Fair, held January 19-21 in 
Frankfurt, reported 11,000 fairgoers 
indicated that the coming year will 
show an improvement in European 
sales for the amusement and vend- 
ing segments of the coin industry. 


“The industry has not quite over- 
come the recession, but this year’s 
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IMA is reflecting a distinct invest- 
ment and innovation willingness,” 
noted a West German sponsor. 
Rebounding interest in amuse- 
ment machines, the show’s sponsors 
noted, was led by laser disc video 
games. European market observers 
predicted the laser videos, while 
“considerably more expensive,” 
would “definitely pay, due to more 


d) 


use. * 


THE CALENDAR 


May 11-12 
North Dakota Coin Machine 
Operators Association Convention, 
New Sheraton Hotel, Main & 7th 
Street, Bismark, ND 


May 11-12 
First annual convention of the Calli- 
fornia Coin Machine Association, 
Industry Hills Sheraton Resort, City of 
Industry, CA. Contact: W.R. Patton at 
916/441-5451. 


May 11-13 
Wisconsin Amusement and Music 
Operators Trade Show, Americana 
Resort, Hwy. 50, Lake Geneva, WI 


May 21-25 
One week course in the Principles of 
Electric Contact, Theory and Appili- 
cation. Illinois Institute of Tech- 
nology, Chicago, IL. Tuition fee $550. 
Contact: Jerry Van Note, 17 East 
Monroe St., Chicago, IL 60690. 


June 1-5 
Amusement and Music Operators of 
Texas 1984 Convention and Parade 
of Exhibits. Four Seasons Hotel, San 
Antonio, TX. Contact: Melanie Barnes 
at 512/454-8626. 


PROM 8200 PROGRAMMER 


e Intelligent programing algorithm, 20 seconds 
needed only to finish 2716 copy. 

e Check, Verify, Read, Write, and Modify the 
PROM/EPROM in the programming mode. 

e Examine, Alter, Move, Fill, Upload, and Down- 
load the memory contents in the data mode. 

@ 32Kx8 dynamic RAM buffer with powerful 
memory handling capability from keyboard. 

e Allows data transfer/combine/separate from 
one PROM/EPROM type and size to another 
PROM/EPROM type and size. 

@ One RS232 port, for linking to the computer to 
upload/download data. 

e Simple to operate, over current indication, 
automatic check-write-verify sequence. 

e Fully portable for field or in-plant use. 

© One full year guarantee. 


HOFFMAN INTERNATIONAL 


312/280-7610 
600 McClurg Ct. Ste.309, Chicago, IL 60611 
Telex: 280208 Hoffmn. Int. Cgo. 
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STATES REVIEW 
PRIVATE PAY PHONES 


A March 27 hearing in front of the 
Oregon Public Utilities Commission 
is reflective of the tremendous 


interest being shownin anew coin-: 


op phenomenon, the privately 
owned pay telephone. (Play Meter, 
April 1, p. 16) 

“We had more interest in this 
issue than any other in years,” John 
Clay, information officer with the 
Oregon PUC, told Play Meter. 
Representatives from Pacific North- 
western Bell, AT&T, General Tele- 
phone, Continental Telephone, and 
more attended the hearing which 
eventuated when Pacific NW Bell 
denied a business line for a privately 
owned pay phone. The hearing is 
expected to provide a ruling on 
whether privately owned pay phones 
will be permissible in Oregon, but 
not until at least mid-summer. 

The Oregon review is typical of 
the interest in the issue by many 
states’ Public Utilities Commissions. 
Minnesota, Kentucky, Texas, Florida, 
lowa, Idaho, New York, and New 


Jersey have looked at the issue, and 
operators in several other states are 
preparing to force their PUCs’ 
hands by installing the phones. 

But while many have looked, 
none have issued approval, much to 
the chagrin of some operators who 
already made substantial invest- 
ments in pay phone equipment. 

“We bought phones because we 
thought they were already legal to 
hook up,” a Dallas operator who 
wished to remain anonymous told 
Play Meter. The firm sued for and 
won the return of its investment 
from the phone manufacturer. 

Another Texas operator who 
invested $40,000 in phones antici- 
pating smooth sailing with the Texas 
PUC is trying to get his money back. 
“We anticipated approval, but we 
couldn't even get it for limited use 
in non-commercial traffic areas,” 
he said of a March 12 hearing in 
Texas. 

In Texas and Oregon, the voice of 
the private coin-op phone effort is 


Victor Toth, a Washington attorney 
who specializes in dealing with 
Federal Communications Commis- 
sion matters. (Toth represented 
MCI in its struggle to sell long dis- 
tance service using Bell system 
lines.) 

Toth told Play Meter that regula- 
tions already allow the use of pri- 
vately owned pay phones “subject to 
the telephone company accepting 
the connection, that it uses an FCC 
registered connecting device, and 
subject to some local operating 
company tariffs.” 

Despite Toth’s contention, re- 
gional phone companies have 
removed privately owned pay 
phones from use when and where 
they find them, saying private pay 
phone owners do not have the right 
to resell line service. Pay phone 
entrepreneurs are suing for the 
right to hook up to phone company 
business lines as they seek approval 
for their equipment and concept 
from Public Utility Commissioners. 


TRADE SLURRED IN BRITAIN 


British trade members are grap- 
pling with negative statements 
leveled against the industry in a 
recent debate in the House of Lords. 

The British Amusement Catering 
Trades Association has challenged 
the Lords to back up what the asso- 
ciation labeled as “scandalous” 
statements, “a slur on every indi- 
vidual involved in the industry.” 

According to the British trade 
journal Coin Slot, the slurs came 
during a debate on the Amusement 
Machine Bill, which attempts to 
regulate the number of children at 
arcades due to the presence of 
gambling. 

Baroness Ewart-Biggs reportedly 
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stated there was “‘ample proof” the 
arcades had detrimental effects 
upon youths. The bishop of Norwich 
salted the wound by insisting there 
was a connection between petty 
crime, male prostitution, and the 
arcades. Lord Campbell referred to 
“evil influences” created by the 
arcades on youngsters. 

BACTA President Michael Shefras 
responded to the charges by con- 
tending the “entire business of chil- 
dren in arcades has now been built 
up to the pitch where it is totally out 
of proportion. It began with Gam- 
blers’ Anonymous, who, for one 
reason or another, ran a press 
campaign which said that all types of 


gambling were creating addiction 
among the young. They chose to 
center it on arcades, which are tradi- 
tionally an emotional target, im- 
mediately acceptable by the media. 


“Arising out of that, Lord Camp- 
bell of Alloway decided to go ona 
crusade, attempting to push through 
a gaming bill by introducing it to the 
House of Lords...There is no proof 
of what he is alleging and his pro- 
posals are unworkable. 


“But the thing that concerns us is 
the damage these unsubstantiated 
allegations in the House of Lords is 
doing to the industry when it is 
picked up by the media.” * 
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“GRAY AREA’ LAWS 
GET FEDERAL BACKING 


A judge in northern Ohio has 
ruled credit poker machines violate 
federal anti-gambling laws, and his 
decision has literally “wiped out” 
video gambling in Ohio. 

On March 19, U.S. District Judge 
John Manos ruled 137 video poker 
machines should be forfeited to the 
federal government for violating 
the Gambling Devices Act. The act 
was devised in 1962 to broaden the 
federal definition of illegal gambling 
devices to include pinball gambling 
games and “any other mechanical 
devices which are designed and 
manufactured primarily for use in 
connection with gambling.” 

The games had been confiscated 
along with six slot machines from 
Walter Music & Vending of Paines- 
ville, Ohio, in July 1982. In March 
1983, Walter Lazuka pled no contest 
to charges of violating Ohio anti- 
gambling laws and paid a $10,000 
fine. The FBI recently completed a 
three-year investigation into video 
gambling in the Cleveland, Ohio, 
area. When it learned the city of 
Mentor was about to return the 
games to Lazuka, it moved to take 
possession of them and prosecute 
for permanent confiscation. 

Lazuka was not available for com- 
ment at press time. 

According to Ohio Music and 
Amusement Association President 
Dick George, the U.S. District Court 
decision inspired local authorities 
throughout the state to clamp down 
on illegal video card games. Despite 
the nation’s first state supreme court 
decision—Ohio Department of 
Liquor Control vs. Mills Jennings of 
Ohio, Inc. (Play Meter, January 1981, 
p. 28)—that certain video card 
games are illegal gambling devices 
per se, it is Judge Manos’ decision 
that has “wiped out” video gam- 
bling in Ohio, George said. 

“Within 10 days, local law enforce- 
ment officials across the state have 
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literally put an end to the video 
game gambling problem in Ohio,” 
George told Play Meter. 

The decision approving confis- 
cation of Lazuka’s games came as 
Lazuka’s father, Sylvester Lazuka, 71, 
was surrendering to authorities after 
being indicted by a grand jury 
February 28 for operating gambling 
videos. Also indicted were Russell 
Visconti, 57, and Lewis Berger, 67, 
co-owners of Mills Jennings of 
Cleveland. Lazuka, Visconti, and 
Berger are charged with illegal gam- 
bling and with bribing local officials 
to allow video game gambling to 


operate in certain communities 
near Cleveland. The mayors of 
those communities—Louis Bacci of 
Cuyahoga Heights, Arthur Westfall 
of Valley View, and Armand Master 
of Linndale—were indicted by the 
Same grand jury for complicity. 
Also named in an indictment and 
charged with extortion was Carmen 
J. Basile. Basile, a reputed organized 
crime figure who has already been 
convicted of extortion (in Cleveland 
in 1981), allegedly took money from 
gambling profits to keep the mob 
from interfering with the suburban 
gambling operations. e 


CENTURI REPORTS PROFITS 


Centuri, the Hialeah, Florida, 
video game manufacturer, reported 
a profitable fiscal 1983. On the 
strength of successful fourth quar- 
ter sales of its video Track & Field, 
Centuri showed a net income of 
$2,808,960 for the year, reversing 
a near $3 million loss it reported for 
fiscal 1982. 


255 S. Elm Street 


“It was particularly pleasing that 
both segments of our company con- 
tributed significantly to our fourth 
quarter results,’ Board Chairman 
Milton Koffman said, referring also 
to Centuri’s wholly-owned sub- 
sidiary, Outdoor Sports Head- 
quarters, a wholesale distributor of 
hunting and fishing equipment. e 
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ITC PUBLISHES VIDEO STUDY 


Coin-operated video game 
manufacturers, who were able to 
keep inventories below 2.3 percent 
of their production during the 
industry boom years of 1980-1982, 
saw the ratio of inventories to 
production rise to 21.1 percent in 
1983. 

That’s just one of the findings of a 
U.S. International Trade Commis- 
sion study titled ‘““A Competitive 
Assessment of the U.S. Video Game 
Industry” published in March. The 


report is the result of questionnaires 
completed by 54 domestic video 
game producers and 17 foreign 
importers. 

The report, prepared by Ralph 
Watkins of the General Manufac- 
tures Division, is an attempt to 
evaluate the U.S. industry as it 
competes with foreign producers. It 
touches on virtually every aspect of 
coin and home video game manu- 
facturing and evolves into an inter- 
esting statistical picture of the 


Joe Kaminkow (left) of Williams and Tom Goldberg, president of 
Modern Vending Services, pause for a chat at the dessert table during 
a February distributor showing at the MVS corporate offices in 
Indianapolis. Representatives from Williams, Atari, and Sente 
presented their products to about 85 MVS _ operator/clients. 
According to MVS public relations director Cindy Housefield, the 
show was a “big success.” “It helped bridge the gaps between the 
three segments of the industry—manufacturers, distributors, and 
Operators—and it gave reason for optimism and direction in an ever- 
changing, though still viable industry.” 


depression that started showing up 
in the industry in 1983. 

The falling demand for video 
games in 1982 led to drastic reduc- 
tions in U.S. production in 1983, so 
much so that U.S. coin-op manu- 
facturers were using just 34 percent 
of their production capacity in the 
first half of 1983. 

Declines were also hard on the 
coin-op work force. The U.S. indus- 
try did not, as was expected, follow 
Atari overseas to get games built. 
Still the employment market col- 
lapsed, reducing the industry’s 
combined work force by 21 percent 
to 2,688 in January-June 1983, down 
from a peak of 3,408 in January-June 
1962. 

The ITC study suggests that video 
game manufacturers tried to 
combat industry declines by increas- 
ing investment in research and 
development. Coin-op manufac- 
turers spent 12 percent more on R & 
D in the first six months of 1983 than 
they did in the similar period in 
1982, from $12.5 to $14 million. 

The study includes an extensive 
report on foreign markets and 
competitors, including illicit com- 
petitors who have infiltrated the 
American marketplace with boards 
and games that infringe on copy- 
righted works. 

“A Competitive Assessment of 
the U.S. Video Game Industry” is 
available through the Office of the 
Secretary, U.S. International Trade 
Commission, Washington, D.C. 
20436. e 


DIRECTORY ADDENDUM 


Address Correction: 

Monroe Electronics Company 

355 Enton Ave. 

New Hyde Park, NY 11040 

Phone: 516/248-8911 

Chairman: Anthony Hassini 

President: Same Ozdey 

Sales Mgr.: Carole Emin 

Product Line: Manufacturer of 
Monroe joysticks 
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‘POLICE ACADEMY’ 
RECRUITS ARCADES 


Spring Break ’84 was the week the police came to 
Wizard’s Castle, Canada’s largest chain of coin-op 
amusement centers. 

In tandem with Warner Bros. Pictures, Wizard’s 
Castle sent hundreds of regular customers from six 
cities to the premiere screening of “Police Academy,” 
the hit comedy film recently released in theaters 
nationwide. 

Based on the antics of erstwhile (yet zany and 
idiotic) future police cadets, the film’s story line 
proved a big success with the Wizard’s Castle teenage 
customer base. 

Theater standees and posters decorated 16 
Wizard’s Castle locations in Toronto, Hamilton, 
Saskatoon, Calgary, Edmonton, and Vancouver as 
players filled out “entrance exams” (based on Atari 
video games) to qualify for random draw prizes 
including double theater passes for the premieres 
and ‘Police Academy” T-shirts. One major radio 
station in each market was the only other outlet for 
this promotion. 

Dianne Schwalm, Warner Bros. director of 
advertising and promotion in Canada, was ecstatic 
about the high turnout among winners: ‘‘We’re glad 
to have combined the arcade winners with media 
reviewers at these particular screenings. They filled 
the seats for us, and their spontaneous, enthusiastic 
responses during the movie gave critics a good 
indication about the value of the picture to this all 
important young demographic. We’ll do it again 
soon.” 

The co-op promotion was fifth in a series of major 
Openings touted through Wizard’s Castle arcades by 
the Hollywood studios. ® 
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TOURNAMENTS 


DOUTY WINS 


8TH NATIONAL TITLE 


THES 98.4 nny 
ghley Thea TOURNAMENT 


Jesse Douty of Philadelphia won his 8th national 
title at the 1984 U.S. Air-Table-Hockey Champion- 
ships, February 25-26, in Houston. 

Douty took two straight matches by the score of 
four games to two over Texas state champion Phil 
Arnold. The tournament was the 10th national play- 
offs held by Air-Table-Hockey of Boulder, Colorado. 

The tournament featured a new format that 
allowed competition in five divisions. The women’s 
national title went to Barbara Marquis of Houston for 
the third consecutive time. Patrice Nale won the 
“expert” division, Mike Barry, of Philadelphia, the 
pro “B” Division, and Jeff Hughes of Houston was the 
tournament’s top amateur. 

The tournament offered $3,500 in cash and prizes 
and set the stage for a return match between the 
sport’s top contenders scheduled for late summer in 
Boulder. 


Tee: te 


Air-Table-Hockey’s top players are: (left to right) 
Phil Arnold, Robert Hernandez, Jesse Douty, 
Mark Robbins, and Bob Dubuisson. 


DYNAMO TOUR SCHEDULE 


The Dynamo Table Soccer Tour has announced its tournament schedule 


for this summer. 


May 5-7 $5,000 Northeast Championships 
$1,000 Seattle Open 
May 11-13 $2,500 Minnesota State Championships 
May 18-20 $2,500+ Mt. Pleasant Open 
May 25-28 $10,000 National Championships - Denver 
June 8-10 $3,000 Indianapolis Open 
June 15-17 $1,500 N. California Open 
$2,500 Atlanta Open 
June 22-24 $1,500 Chattanooga Regional Championships 
June 29 - July 1 $2,500 Florida State Championships/East 
July 6-8 $5,000 Florida State Championships/West 
July 13-15 $1,500 Lake Tahoe Open 
July 20-22 $1,000+ N. California State Championships 
$2,500 Kentucky State Championships 
Aug. 3-5 $7,000 St. Louis Super Doubles 
Aug. 31 - Sept. 3 $40,000 Dynamo World Championships - Dallas 


For information contact Dynamo at 214/641-4286. 
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Coping With The ’80s 


How some arcades are adjusting to fewer quarters 


By Mike Shaw 
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devastating amount of car- 
A nage has been bestowed on 

the coin-op industry. But 
while all segments of the industry 
have been hurt, nowhere has the 
attrition rate been so dramatic than 
in arcades. By late 1981 arcades 
mirrored the video boom, their 
numbers soared to an estimated 
10,000 establishments dedicated 
solely to coin-op entertainment. But 
by early 1984, the number of arcades 
decreased by at least 30 percent, and 
some would have you believe by as 
much as 65 percent. Today, there 1s 
no indication the closings have 
stopped or even slowed. 
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The reasons for the decline 
appear simple. With declining 
public interest in videos, arcade 
operators report an average 40 
percent drop in revenues, simply too 
great a collapse for many owners 
who invested heavily in machines, 
buildings, and ancillary equipment 
to meet overhead expenses. 

Still, some have survived, even 
prospered. Play Meter talked with 
some arcade operators who pro- 
spered and one famous operator 
who didn’t to see if there 1s a set of 
common principles needed for 
survival in the ’80s. 


aul Cohen’s Fun & Games Is a 
Pre standing arcade in Fram- 
ingham, Massachusetts, just 17 
miles from Boston near communi- 
ties like Marshfield where the first 
outright ban on commercial video 
games withstood industry challenges 
all the way to the Supreme Court. 
Cohen’s arcade has not only sur- 
vived that attitude, but as the only 
arcade in Framingham, or for that 
matter, neighboring Nattick, it pre- 
vails as a premiere entertainment 
spot. It has been referred to, more 
than once, as the world’s finest 
arcade. 
You might imagine that Cohen 
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Arcades can support wild decorative concepts. They give players 
the feeling of being involved in an exciting entertainment experience. 


Some kids would 
rather fight 
than switch. 


Video games come and go, 
but Boom Ball has lasting 
appeal. With payback 


averaging 3 to 6 months, 
you can't lose. So bring 
your arcade to life 

with Boom Ball. 

Call us today 

(408) 993-1302. 


meltec 
1550B Las Plumas Ave. 
San Jose, CA 
95133 
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has had to tread delicately on the 
psyches of the locals to stay in busi- 
ness, but nothing is further from the 
truth. “The place is very electric, 
loud, and inundated with flashing 
lights, a hodgepodge of frenzy,” 
Cohen said, describing his 10,000 
square-foot, 250-game, pool room, 
and snack bar operation that 
includes such striking visuals as a 
stage set from an Elton John tour. 

“I don’t discourage drinking or 
smoking,’ he said. “If people want 
to pour a Coke on the machine or 
burn a hole in a control panel, that’s 
fine. We just clean it up.” 

Cohen wants to avoid restricting 
customers’ enjoyment by ‘giving 
them a lot of negatives,” imposing 
lists of things they can’t do. Yet Fun 
& Games remains a safe, happy 
family entertainment spot, kept that 
way because it is well run and 
watched. “I spend $25,000 a year on 
police patrols and $10,000 on inter- 
nal security,’ he noted. And at all 
times there are a minimum of nine 
employees to attend to his cus- 
tomers. 

Cohen believes his arcade has 
remained successful through diffi- 
cult times—business is down in 
1984 but only about 8 percent from 
1984—because of a six figure adver- 
tising and promotion budget that 
creates “an unending flow of posi- 
tive press.” Cohen spends money on 
advertising in every form, from 
television to skywriting. He gives 
machines to deserving charities, 
provides equipment for church and 
social events, contributes games and 
money to handicapped children, 
buys uniforms for youth sports 
leagues, and promotes the athletic 
teams of the local schools. 

“We have, in effect, made the 
name Fun & Games synonymous 
with playing video games, not only 
in Framingham, but for as far away 
as 60 or 70 miles,” he said. 

Cohen also stays active within 
industry circles. He is a director of 
the Family Amusement Center 
Division of the National Coin 
Machine Institute. As the owner of a 
single arcade, he sits among officials 
of the country’s largest amusement 
center chains. 

Cohen's passion for promotion 
has put him in good stead with 
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manufacturers who like to place 
prototypes at Fun & Games. With 
consistent peak hour crowds of 
1,000 and more players, it is no won- 
der that manufacturers and even 
other operators turn to Fun & 
Games to gauge the acceptance of 
machines. 

“T’ve been able to keep the newest 
equipment in here because Fun & 
Games is a test site for almost every 
manufacturer,’ Cohen said, adding 
that having new equipment first has 
been essential in keeping his arcade 
interesting to his customers. 


etting the new games first 
(s also has been essential to Stan 

Riddle, owner of the Back 
Porch arcade in Columbus, Missis- 
sippi. The Back Porch rests in a 
small, southern town which boasts a 
population of 50,000 at best—even 
when swelled by a Saturday night 
invasion of cadets from the nearby 
air force base. But it is just as impor- 
tant to Riddle, as it might be to an 
arcade in the heart of Los Angeles, 
to offer his clientele the latest tech- 
nology before his competition does. 

“The laser games have been tre- 
mendous for me, but only because | 
get them first,” Riddle said. “I stay 
in close contact with some people I 
have gotten to know in the manu- 
facturing community to get infor- 
mation about up and coming 
games.” 

At a time when manufacturers 
and buyers are shying away from 
laser games, Riddle’s success might 
seem an enigma. ‘We had the first 


Dragon’s Lair and now are having a 
good run with the Space Ace con- 
version for it. We also have done 
consistently well with M.A.C.H. 3. 
They've made a big difference for 
me, but I know I have to have them 
first in order to get good earnings 
out of them. You can’t wait until 
someone else wears the newness out 
of them for everybody.” 

It is not just the laser games that 
Riddle wants to have first. 

“We didn’t buy a Track & Field 
because Aladdin's Castle got one 
before us,” he noted. “It’s a good 
game, but we buy just one game a 
month, and we'd like it to be one 
where we can establish the earnings 
curve.” 

Riddle extensively promotes new 
pieces. He bought extensive local 
television time for Space Ace, as he 
did last summer with Dragon’s Lazr. 
“We use the more economical time 
slots, like early afternoons and 
Saturday mornings,’ Riddle ex- 
plained, time slots that are also the 
best times to reach youths. 

“Every time we buy a new laser 
game, our overall store revenues rise 
from 15 to 30 percent over normal 
levels,” he summarized. 

Riddle has kept factors in his 
arcade consistent, regardless of 
declining interest in video games. 
He has not changed pricing for 
more than a year—one token for 25 
cents, five for $1, and 30 for $5—nor 
has he changed his equipment 
buying habits or decreased promo- 
tions. 

“The problem now is not that 


Tools for Survival 


Arcade owners mentioned the 
following tips on increasing pro- 
fitability. 

1. Get new games before the 
competition. 

2. Put profits into advertising 
and community oriented promo- 
tions. 

3. Use conversion kits to keep an 
impression of newness in the 
arcade. 

4. Attract business by improving 
the visual appeal of the arcade. Use 
additional monitors, a video juke- 


box, etc. 

5. Alter the look and equipment 
content about every five or six weeks 
to give a fresh appearance. 


6. Offer more ‘player partici- 
pation” games—Skee-Ball, sports 
games—that satisfy competitive- 
ness and often award prizes to win- 
ners. 

7. Cut back on employees and 
overhead expenses. 


8. Increase the number of adult 
pieces—pinballs, pool tables, etc. @ 
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Kiddie Rides 
Make Money 
WE GUARANTEE IT 


OR 
YOUR MONEY BACK 


ROLLS ROYCE 


e Quality 
e 1 Year Warranty 
e Leasing Available 


Call for more information 
about our Money Back 
Grocery Store Guarantee. 


KIDDIE RIDES, INC. 
9261 - 130TH AVENUE N. 


WP) | ARGO. FLORIDA 33543 
Niall 


With 125 different rides 
in our line. 


Tel. (813) 581-7001 


TELEX 56-6028 


Subsidiary of: 
Elektro-Mobiltechnik & R.J. Newborough & Co. 
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Fun & Games offers pool enthustasts a separate facility— 
meticulously kept, appropriately and appealingly decorated. 
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Despite industry grumblings over sinking profits from video games, 
the “monitored monsters” are still the staple of the location, 
the main ingredient in any arcade. 
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kids don’t want to play video games, 
it's just that they won't go out of 
their way to play them like they used 
to. Some kids would ride their bikes 
miles to play a couple of years ago,” 
he explained. 

“Now you have to attract them 
into the arcade, and then, of course, 
they ll play,’ he noted. “But things 
really haven't changed that much. 
Kids become bored with the same 
old games. And when things started 
dropping off, a lot of people stopped 
buying new games. But, for me any- 
way, I find you've got to have some- 
thing new and exciting to offer 
them, and they'll be there to play. 
It’s just that simple.” 

Buying new and exciting games is 
less expensive for Riddle than in the 
past. He has bought little other than 
conversions since January; yet he 
has kept newness and excitement in 
his arcade. “The manufacturers 
seem to be beginning to respond to 
what we really need by giving us 
good conversions,” he said. 

To keep afloat, Riddle watches his 
business with an eye toward its 
individuality. “The survivors are the 
guys who are acting on their own, 
not worrying about what’s going on 
down the street,” he said. 


on Malinowski, operations 

director for the 448 locations 

of Aladdin's Castle, also 
believes that ‘‘a sense of newness’ is 
crucial to the success of the stores in 
his charge. 

“Like everybody else, we have 
taken a cautious attitude about 
buying new equipment,” he said. 
“We have held back, to a degree, and 
are really going after the kits. But we 
know that it is very important to 
keep things looking new. To keep 
the youngsters coming in, you've got 
to keep them thinking about coming 
back to see what’s new.” 

To keep a fresh appearance in the 
stores, Malinowski said Aladdin’s 
Castle is taking advantage of its 
numbers by shifting equipment 
from store to store so that each 
amusement center has a new look 
about every five to six weeks. 

Because attracting customers into 
the arcade 1s the first step to getting 
them to spend money, Malinowski 
puts emphasis on in-store visuals 
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Attractive “electric” additions to the arcade setting 
enhance the futuristic entertainment concept. 


Paul Cohen’s Fun & Games arcade: 
"A hodgepodge of frenzy.” 


and promotions. He uses auxiliary 
monitors to showcase a new game 
and that has been successful. Initial 
attempts with video jukeboxes have 
also succeeded. “The jukebox draws 
them in, and then we make sure they 
don’t just loiter around,’ Malinowski 
noted. 

Aladdin’s Castles have also 
emphasized what Malinowski calls 
“player participation games.’ 
Skee-Balls, puck games, and games 
appropriate for tournaments are on 
the rise at Aladdin's Castles. 

Malinowski applauded the re- 
sponse his centers have gotten to a 
Track & Field competition package 
that accompanies the Konami/Cen- 
turi piece, and for asimilar effort for 
Exidy’s Crossbow. 

Despite Malinowski's contention 
that “we don’t start price wars,’ 
there is sufficient information to 
indicate that Bally’s arcade division 
competes for arcade attendance by 
using various kinds of discount 
pricing. Malinowski’'s theory is that 
Aladdin’s Castles have found they 
have to give players “more for their 
quarters’ than before, which 
includes, he noted, one token pricing 
on some laser games. Laser games, 
like other videos, he explained, have 
become repetitive in theme. “You 
cant expect someone to pay two 
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tokens to play a shoot ‘em up space 
game. 

In some instances Aladdin’s 
Castle locations have even dis- 
counted prices to zero to introduce a 
new game. We have gone to giving 
a ‘free play day’ on certain games to 
create interest in the game,’ Mali- 
nowski noted. 


ichael Blickman has had to 

cope with the player shake- 

out and the city of Balti- 
more at the same time. With arcade 
clientele down about 50 percent, the 
city has hit amusement centers with 
a $300 per game annual licensing 
fee. 

“Tm still paying fees for 1983,” 
Blickman told Play Meter. “When I 
finish with the schedule they put me 
on to catch up for last year, I'll get to 
start working on 1984.” Blickman’s 
Arcade City has 130 games, meaning 
after he lost a suit against the city to 
repeal the fee, he owed Baltimore 
almost $4,000. 


Blickman is still fighting, but, in 
the meantime, he ts “rearranging to 
survive. I’m going to open an arcade 
in Delaware, and I'll take 50 games 
from here to get it started,” he said. 
He will fill the space left by those 50 
games by devoting 1,500 of his 5,000 


square feet in Arcade City to pool 
tables. 

Blickman bought few new games 
in the last couple of years and none 
since the first of the year. The last 
pieces he bought were at closeout 
prices. He has taken some games on 
test from distributors, which is the 
only way he can offer new dedicated 
video games to his players. Other 
than that, he has made do with older 
videos, updating them with con- 
version kits. 

Blickman’s refusal to swallow 
more overhead than 38 percent of 
his gross has been the most impor- 
tant key to Arcade City’s survival. To 
keep that percentage consistent, he 
has laid off three employees and cut 
others’ salaries. 

“It has been a very tough winter,’ 
he said. “When the weather is as bad 
as it has been sometimes this winter, 
there's nothing you can do to get 
people out of their houses. We're 
just waiting for the warm weather.’ 


t has become a common adage 
that those who have fallen from 
the industry ranks of late are the 
same people who joined the indus- 
try in the midst of its boom. Unable 
to cope with tighter circumstances, 
the unseasoned have been run out of 
business, beaten by their own sloppy 
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business practices, their lack of coin- 
Op acumen. 

But such generalizations are 
troublesome in light of plights of 
firms like Atari and Williams, and 
the startling fall of the Nolan Bush- 
nell empire. 

So it is with arcades. The seem- 
ingly unselective nature of the 
downfall has left some newcomers 
riding high and has swept away 
some traditional gathering spots. 

On March 22, one of Chicago's 
best known arcades, Silver Sue’s, 
lowered its neon sign. After “a very 
bad year,’ owner Sue England, bored 
with the lack of innovation in new 
games and frustrated by an inability 
to determine “what players want 
anymore, sold her famed North 
Side arcade which she opened in 
1977 when Chicago legalized 
pinball. 

“My greatest memory is the day I 
opened,” England recounted. “And 
the look on the youngsters’ faces as 
they poured in the door, so excited 
about being able to play the pin- 
balls.” 


It was a note of irony that on the 
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day of her sale, pinball was again 
becoming the game in Chicago. ‘My 
attorney told me I ought to throw 
everything else out, just fill the place 
with pinballs,” she laughed. “In a 
way, I think he might have been 
right.” 

Sue England has never under- 
stood why she received so much 
publicity over her arcade. There may 
have been “lots of bigger and pret- 
tier arcades,’ but few reflect the 
energy and joy with which she 
attacked her work. She constantly 
developed new approaches and 
ideas, ways to accomplish what she 
felt was the bottom line of a success- 
ful arcade. “I wanted people to say 
when they walked out the door, ‘I 
had a great time,” she explained. 

To cope with a declining interest 
in the games, Sue England followed 
what has become an industrywide 
Practice, saving money by decreas- 
ing purchases of new equipment. 
“I’m not so sure now that was the 
right thing to do,” she mused. “But 
friends of mine who kept buying the 
newest games didn’t seem to be any 
better off than me. 


Js) JACK’S AMUSEMENT 
COMPANY 


has two locations ready to serve you! 


* ARKANSAS * 


310 Strong Highway 
El Dorado, Arkansas 71730 


501/863-5600 
Jack Ethridge, President 


* TEXAS * 
4019 Avenue ‘A’ 
Lubbock, Texas 79404 


806/762-6283 
In Texas, call toll-free: 800/692-4208 
Mel Harp, General Manager | 


FOR FACTORY-AUTHORIZED 
SALES & SERVICE, 
CALL JACK’S! 


“We're large enough to serve you & small enough to appreciate you.” 


“I think the thing that hurt our 
industry the most is the way tokens 
are used to undercut the guy around 
the corner,’ she explained. “We 
took the industry gradually from a 
nickel to a dime and eventually were 
able to charge 25 cents per play. 
Now, with discounting tokens, all 
that is ruined. 

“I think if I were to goat it again, I 
would develop a huge entertain- 
ment center with a carnival type of 
atmosphere and not so many 
games, she said. A fun and exciting 
atmosphere and promotional and 
decorative surroundings, she added, 
would be the core of her approach to 
developing an entertainment center 
that would attract a crowd with 
many interests. 

“I didn’t sell because I was tired of 
this business,’ she hastened to note. 
“I gave it up because I want to be a 
better single parent. One thing for 
sure, this business takes all of your 
time and energy.” 

No one who ever dropped into 
Silver Sue’s for a midnight clash 
with a Gottlieb pin ever doubted 
that. e 
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KEY IN TO 


TOKEN PROMOTIONS 


By Dawn Adorno 


ccording to one token manu- 
A facturer, approximately 85 

percent of arcade operators 
use tokens in their arcades today. 
During the video boom days, opera- 
tors implemented token promotions 
to attract competitors business. 
Today, operators face less competi- 
tion from within the industry—and 
fewer customers as well. 

Many operators are tired of pro- 
motions or maybe aren't inspired 
anymore, one token supplier admits. 
But token promotions may help 
operators attract players. Thesame 
promotions that worked during 
video's heyday can work well today,’ 
said Phyllis Bohrer of Green Duck 
Corporation. And there are count- 
less promotional ideas centered 
around tokens. 

Some promotions suggested by 
token manufacturers include award- 
ing tokens for good report card 
grades and giving away tokens for 
high scores (preferably on a game 
that’s not getting much play). Use 
“lucky” or bonus tokens (paint one 
token in every 100 a different color) 
in the bill changer to be redeemed 
for a purse filled with tokens, or 
advertise the arcade by placing 
coupons for tokens in local news- 
papers, school newspapers, and 
yearbooks. 

If you serve food in your arcade, 
you might consider giving a free 
token away with every pizza, 
Michael Hoffman of Hoffman and 
Hoffman suggested. When a cus- 
tomer collects 10 tokens from his 
pizza purchases, he would receive a 
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free pizza or sandwich. 

Another idea is to exchange 
coupons with other businesses in 
your area. You might arrange with 
the owner of a pizza place to offer a 
free token with the order of some 
item on his menu. In return, you 
would give a coupon good for the 
same item in his restaurant when- 
ever your customers purchased $5 
worth of tokens. 

A “happy hour’ promotion 1s 
especially effective during slow 
times of the day. During a specified 
time, offer more tokens for $1 than 
you normally do to encourage players 
to visit your arcade during slow 
hours. 

Additional ideas are available to 
operators in “Notes and Quotes,” a 
promotions booklet from Van 
Brook of Lexington, P.O. Box 5044, 
Lexington, Kentucky 40555. 


Token basics 

How many tokens you need for 
your arcade depends on how many 
machines you have, how much 
income they generate, and , because 
you will recycle the tokens, how 
often you empty your cashboxes. To 
estimate how many tokens you need, 
multiply your weekly income by four 
(number of quarters in a dollar) and 
add extra tokens for those that 
players purchase but don’t use in the 
machines. Van Brook of Lexington 
advises operators to allow for an 
average rate of 5 to 10 percent of 
walkaway tokens for the first three 
or four weeks that your machines 
are on token play, and for 3 to 5 


Phe 


New... 
| for coin-operated 
vending machines 
and games 


Intercard 


Better than coins 
or tokens 


Revolutionary new magnetic card 
reader gives you full control over 
coin-operated games and vending 
machines. Attaches to your existing 
equipment. Eliminates change 
nassles, sorting, and wrapping of 
coins, token handling and skimming. 
You sell coded magnetic cards 
instead of coins or tokens. Each time 
the card is used, a portion is cut out 
and stored in the machine...giving 
you an accurate record and assuring 
that the card can’t be used again 
when all the prepaid purchases are 
punched out. Find out about 
INTERCARD. . . aunique, new way 
to clean up your coin-operated 
vending machines and games. Write 
or Call... 


INTEC 


23132 La Cadena 
Laguna Hills, CA 92653 


714/839-3800 


percent a week after a month. 

The most common sizes of tokens 
are 1.000 (one-inch diameter), .984, 
.900, and .882, but larger and smaller 
sizes are available. In deciding what 
size token you are going to use, It 1s a 
good idea to find out what sizes 
Operators in your area use and to 
choose a different size token to keep 
foreign tokens out of your machines. 

Some token manufacturers pro- 
duce keyed tokens—tokens designed 
to fit only one arcade’s machines ina 
given area. Keyed tokens eliminate 
the problem of having foreign 
tokens dropped into a machine. 

Roger Williams Mint manufac- 
tures the Q-bit security token system 
which, Sheila Dellacona said, re- 
stricts entry into games of any- 
thing other than matching tokens 
and gives the buyer an exclusive key 
for a 150-mile radius. 

“Tokens have to be bought at the 
arcade and used there,’ she added. 
Q-bits come in two basic sizes with 
many variations, and the company 
also supplies personalized tokens 
and all parts necessary to convert to 
token play. 

But there are disadvantages to 
using keyed tokens, Hoffman said, 
although his company supplies 
them occasionally. “The advantage 


to using ordinary tokens 1s that it’s 
less costly. And if you wind up 
getting other people’s tokens in 
your machines, somebody is coming 
into your store, and they will buy 
more tokens at your arcade. A cus- 
tomer who has bought tokens at 
another location isn't going to come 
into a store that uses keyed tokens, 
he said. 

“We don’t offer keyed tokens,’ 
Bohrer said. “Players want to pop 
the money in and play. Having to 
align the keyed tokens to fit them 
into the machine cuts down on the 
speed with which they can play the 
game. And a lot of acceptors are in 
inconvenient places for players to 
try to align the keyed token with,” 
she added. 

On the other hand, said James 
Dickey of Eurocoin, “operators pay 
$6,000 for a game, and for every 
foreign token that goes into the 
game, the operator loses money. ’ 

Eurocoin guarantees that opera- 
tors in the same area will not receive 
the same kind of tokens. “There are 
up to 28 variations offered, and 
these days there arent 28 game 
rooms in the same town or even in 
the same area,” Dickey noted. The 
company keeps computerized records 
based on its operator customers’ zip 


TOKEN TIP 


I have a soft drink machine in my 
arcade, and the drinks were priced at 
the local going-rate of 40 cents, but I 
was not selling many drinks. My 
arcade uses the .944-size token, so I 
started slipping a token under the 
pull-tab of each can as I loaded the 
machine. 

I raised my drink price to 50 cents, 
which included the free token, and 
my drink sales have skyrocketed. 
(As did my margin of profit !) 

As arcade owners well know, 
there 1s not that much profit in a 
canned drink at 40 cents (I pay 30 


cents including sales tax), so this isa 
very low-cost way of increasing that 
profit (in my case, it doubled). 

I'm now beginning to see some 
customers stopping by just to buy a 
drink, who otherwise probably 
would not have stopped by the 
arcade. 

I hope this idea is helpful to 
others, and proves to be as successful 
for them as it has been for me. 


Tommy T. Coury Jr. 
Magic Castle 
Clarksdale, Mississippi 
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codes to ensure that customers 
receive tokens unique to their area. 


ph he te Question #1: 
ay you havea. eyed token 
in Location A. If Location B uses a WHY ARE THEY BETTER? 


900 ordinary token, his machines 
will take your tokens, but your 
machine won't take his. We also 
have the Magnetokens which will 
work only in Location A and not in 
Location B,” Dickey explained. 


Token benefits 

Tokens encourage repeat busi- 
ness, Hoffman said, because a player 
who walks away with a token or two 
in his pocket ts likely to come back to 
the arcade another day to use them. 
“Customers spend tokens more 
freely than they do quarters because 
tokens are viewed as non-money,” 
he noted. 

Because players see tokens as 
non-money and because they feel 
that they are getting a bargain when 
they purchase five or six tokens for a 
dollar, they are more apt to spend 
tokens more freely than they would 
quarters. 

Other benefits of token use, 
manufacturers said, are security, 
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“You can pay 4 to7 cents a piece for 


tokens instead of using quarters,” Better because they’re the only ones with INTERNATIONAL, 
Bohrer said. “Tokens are more tournament-sized targets. 
important now because cash flow is Better because a special computer program (TRU-SCORE™)and two 
a problem for many operators.” microprocessors increase their scoring accuracy. 

Tokens give players a bargain, They’re reliable and simply designed for field servicing because they 


are made by IDEA, designer and manufacturer of high-quality, 
industrial products. 

CENTURY DARTES, the classic, old-world game. ROYAL DARTES, 
with the same quality and all the fine features in a lower-cost cabinet. 


Dellacona said, but manufacturers 
warn Operators not to engage in 
token wars with their competitors. 
“Last year there were token wars all 
over the United States, and that hurt By IDEA, Route One, Sycamore, IL 60178 * 815/895-8188 
the operator,” Dickey said. ‘People © 1984 - Industrial Design Electronic Associates, Inc. 

were offering 10 and 15 tokens fora 
dollar to run the other guy out of 
business. That’s not the right way to 
promote tokens,” he continued. “I 
suggest staying at five tokens for $1 
and six or seven during happy 
hour.” 

“Token wars have hurt the opera- 
tor, but the fact that there are tokens 
doesn't make prices fall,’ Hoffman 
argued. “It just makes it easier to 
adjust the price of play. But nobody’s 
in business to give away tokens,” he 
added. “When you realize that you 
have to have quality games, you've 
got to charge certain prices for play 
to pay for the equipment.” e 
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From Digital Controls. The leader in the countertop industry. 
Our product lines have set the precedent for the industry. 

Our “Little Casino” gave you traditional card games—appeal- 
ing to the non-traditional game player. Tapping a new clientele- 
of non-arcade operators. 

And we didn’t stop there. We made an investment in updating, 
modifying and improving our product line. Like “Little Casino II” 
It has full-color graphics and a new horse racing game. And these 
features are available to update older units. 
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But you can’t see or hear what may be most enticing about 
our countertops. Our state-of-the art “Countercade” counter- 
top offers interchangeable software so you can change games 
without changing cabinets—in 20 minutes or less. And this coun- 
tertop’s “Game Brains” like “Fax” and “Pro-Sports” offers quiz 
and sports games customers will sit in line for. 

Especially with the latest laser disc technology employed in 
both “Countercade” and our newest game, “Cowboy Casino’ 
Because the laser disc system has both audio and video 


capabilities as real as life. To give customers some real live action. 


At Digital Controls we're always a step ahead. From the best 
countertops in the business to the latest in laser disc technology. 
We innovate. We don’t duplicate. 

No other company can offer you the experience and qual- 
ity you get from Digital Controls. Backed by an operation and 
distribution network that never puts you out of the game. Or out 
of profits. 

Now that’s what you call real Counter Force. 
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Makers of Little Casino I, Little Casino II, & Countercade 

featuring Fax, Pro-Sports, Cowboy Casino. 

5555 Oakbrook Parkway, Suite 200, Norcross, GA 30093/ (404) 441-3332 
©1984, Digital Controls, Inc. 
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TOP VIDEOS 
Arcade Locations 


Twelve of 26 videos (46%) with a response rate over 
10 percent have above average performances. 


Rating 


May 15 Mayl1 Apr. 15 
* 1. Space Ace/ 


Cinematronics........... 100.0 100.0 121.6 
* 2, MACH. 3/Mylstar........ 87.2 87.1 90.6 
* 3. Pole Position 2/Atari..... 83.0 87.2 94.4 
4. Track & Field/ 
Konami/Centuri.......... 82.1 85.7 94.6 
5. Dragon's Lair/ 
Cinematronics........... 73.9 77.2 85.9 
Provisionally Rated Videos 
Rating 
Provisional Ratings May 15 May! Apr. 15 
Crossbow/EXIGY ..2 0.3.0 533.0. 109.3 89.3 94.7 
PITOlOK/AIGH oo hs as ev as 106.6 99.6 _ 
Spy Hunter/Bally Midway.... 105.8 102.9 100.0 
Major Havoc/Atari........... 84.8 78.9 86.9 
Birdie King II/Coin-It......... 80.0 86.8 85.5 
Great Guns/Stern ............ 76.3 _ 
Tapper/Bally Midway........ 70.9 -- 86.9 


‘NOVELTIES (non-videos) 
Arcade & Street Locations 


Seven of 16 novelties (44%) with aresponse rate over 
10 percent have above average performances. 


Rating 
May 15 Mayl1 Apr. 15 
* 1. Triple Strike/Williams .... 100.0 68.6 95.2 
* 2. Shoot Away/Namco...... 84.6 = _ 
* 3. Skee-Ball/Skee-Ball ...... 83.3 100.0 80.3 
Provisionally Rated Novelties 
Rating 
Provisional Ratings May 15 Mayl1 Apr. 15 
High Ball/Norton ............ 99.1 86.7 100.0 
Boom Ball/Meltec ........... 95.2 74.3 - 
Big Strike/Williams .......... 88.9 _ 86.8 
Whac-A-Mole/ 
Bob’s Space Racers....... 76.2 74.3 88.4 


Provisionally rated games in each category are 
above average performing games with a response 
rate between 10-25 percent 


TOP VIDEOS 
Street Locations 


Nine of 18 videos (50%) with a response rate over 10 
percent have above average performances. 


Rating 
May 15 Mayl Apr. 15 
* 1. Pole Position 2/Atari....... 100.0 100.0 93.0 
* 2. Dragon's Lair/ 
Cinematronics:. 20. 0.65. 919 83.6 78.8 
* 3. Track & Field/ 
Konami/Centuri ........... 90.1 93.2 91.6 
* 4, Elevator Action/Taito...... 81.6 80.8 Whe 
Provisionally Rated Videos 
Rating 
Provisional Ratings May 15 Mayl1 Apr. 15 
Spy Hunter/Bally Midway.... 121.2 112.3 99.6 
Space Ace/Cinematronics... 1143 128.4 - 
MA.C.H. 3/Mylstar............ 98.9 99.0 100.0 
Tapper/Bally Midway........ 78.7 88.6 90.0 
Mega Zone/ 
Konami/Interlogic ....... 78.4 = ne 
TOP PINBALLS 


Arcade & Street Locations 


Ten of 17 pinballs (59%) with a response rate over 10 
percent have above average performances. 


Rating 
May 15 Mayl1 Apr. 15 
1. Firepower II/Williams .... 100.0 81.6 93.5 
* 2. Sharpshooter II/ 
Game Plan os. kas es 95.7 90.0 100.0 
* 3. Jacks To Open/Gottlieb.. 95.1 - ~ 
| % 4. Amazon Hunt/Gottlieb ... 92.2 84.4 92.1 
Provisionally Rated Pinballis 
Rating 
Provisional Ratings Nay 15 Mayl Apr.15 
Ready-Aim-Fire/Gottlieb...... 129.7 84.4 108.3 
Pinball Champ/Zaccaria..... 116.7 _ 81.3 
Q‘Bert’s Quest/Gottlieb ...... 1123 1125 85.3 
Kings of Steel/Bally Midway. 103.1 _ — 
Farfalla/Zaccaria............ 103.1 75.0 - 
Laser Cue/Williams.......... 103.1 _ — 


* Conditionally Rated—Weekly average 
based on less than 50% response rate. 
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It's time to test your skills on 
the rails of Mr. Do's WildRide, 
the exciting new game from = 
Universal, U.S.A. Once again Mr. Fs BONUS 
Do is out to get to the goal | 
while dodging perilous runaway _So try your hand at Mr. Do's 
coasters and a variety of WildRide and feel the 
obstacles on the track. Ladders excitement of escaping 
are placed strategically along barreling coasters and climbing 
the rails to save Mr. Do and the coaster rails. It's an 
speed him along toward the experience you won't soon 
goal—but even the ladders can forget! 
be dangerous when the 
coasters speed by! Removing 
the fruit from the ladders 
changes the targets at the 
goal, and removing the 
E.X.T.R.A. awards another Mr. 
Do. If you can make the goal 
when the lucky diamond 
appears, you are awarded a 
replay! 
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Universal USA, Incorporated 


the company who brings you ‘hit kits” 


| 


3250 Victor Street © Santa Clara, CA 95050 ® Telephone: 408-727-4591 
Toll Free Service: 800-538-7546 © TLX: 172 247 


TICKET DISPENSERS: 


Player Incentive 
Can Increase Arcade Traffic 


By Dawn Adorno 


s player interest in arcades declines, competi- 
tion among locations for the remaining players’ 
quarters has increased. For those who haven't 
succumbed to the industry shakeout, this competition 
has led operators to engage in token wars, overbuy to 
supply the latest games, invest in conversion kits, and 


increase promotional efforts. 
Another viable option available to operators to 
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attract business is the use of ticket dispensers on video 
games and pinballs—the kind of dispenser previously 
associated with novelty games such as Skee-Ball and 
Superball. 

Awarding tickets to players for mastering certain 
skills is not a new idea. Dispensers have been used by 
novelty companies like Skee Ball since the ’60s, 
according to Noel Jannotta of Skee Ball. And prior to 
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Ticket dispensers can bring new life to used games. 
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MighBall 
Ticket Vendor 


Mowcity Games 


Contact 


The Norton Company, Inc. 
4910 W. Linebaugh Ave., Tampa, FL 33624 
813/962-4012 
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Nobody beats us 
at our owngame. 
(Try as they might.) 


Because we’re the only manufacturer 
of Skee-Ball”™. 

And since our introduction—over 65 
years ago—parks, Carnivals, arcades, 
and resorts have depended on us for 

manufacturing alleys of superior qual- 
ity and outstanding performance. 

We scored the first time out. And 

every time since. Because only we 
know how to build in reliability. After 
all, we have a long history of it. 

And a reputation to live up to. 

- So stick with the original 
game plan...and play with 
the real winner. Skee-Ball. 
Contact SKEE-BALL or 
your local distributor for 
more information. 
Start-up 
Merchandising Kits 
Available. 


EGE ALL 


The Original 
Skee-Ball Inc., 8th & Maple Sts., Lansdale, PA 19446 
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the development of the dispenser, attendants handed 
out tickets to players who could redeem them for 
prizes. 

Dispensing tickets from coin-operated videos 
and pinballs and other amusement games offers 
players an added incentive to frequent a location and 
can also revitalize used equipment. Evidently the idea 
seems worthwhile enough for at least one major 
manufacturer to consider having ticket dispenser 
options included on its new games. 

“Locations have changed and are more 
promotion-prize oriented and are asking for 
equipment with ticket dispensers,’ said Joe Dillon, 
Williams’ director of sales. “It’s a nice feature that a lot 
of arcades like, and we want to supply the needs of the 
operator.” It is Williams’ goal, Dillon said, to 
manufacture upcoming games with the software 
capability of accepting ticket dispensers. 

“Look at Skee-ball,” said Mark ‘Bear’ Attebery 
of Vending International. “It’s not an adrenaline- 
pumping game, yet it’s always in the top 10 games of 
every arcade that has one.” 

“What you're seeing is a tool for promotion,” 
noted Richard Reinhorn, president of Coin-A-Ticket, 
maker of The Redeemer ticket dispenser unit. 
“Operators have charged different prices using 
tokens, but token wars hurt the operators,’ he 
explained. “What we found from using the ticket dis- 
penser is you can promote the price of games in a 
different way by giving players a different incentive.” 

Ticket dispenser manufacturers interviewed 
agree that players are more likely to patronize an 
arcade using ticket dispensers on its machines than 
one that doesn't. Aside from boosting arcade traffic, 
they said the dispensers can also increase earnings on 
older machines. 

David Norton, president of the Norton 
Company located in Tampa, said his company’s 
testing in Tampa proved that dispensers can increase 
earnings substantially. “We put a dispenser on a Dig 
Dug that was earning $30 a week, and the earnings 
increased to $60,” he'said. The company also tested its 
dispenser, The Ticket Vendor, on a $90 a week 
Galaxian and watched earnings nearly double to 
$170. 

“We did field testing on Defender, Galaxian, and 
Pac-Man which were doing $10 per week at one 
location,” said Stephen Horniak of Deltronic Labs, a 
ticket dispenser manufacturer in Lansdale, Pennsy]- 
vania. “When we put the tickets in, earnings on 
Galaxian increased to $120 and earnings on Pac-Man 
and Defender to $85.” 

Rewarding patrons with prizes is a proven 
concept that’s been popular over the years, Horniak 
said. “An unskilled player has to put in a couple of 
dollars before he even knows how to play the game,” 
he added. ‘If a ticket dispenser is set to give out a ticket 
after the first 10 seconds, the player will at least get 
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LOOKING FOR SOMETHING DIFFERENT TO ATTRACT THE CROWDS. 
TRY OUR MR. MUSCLE ARM WRESTLING MACHINE. A 
STRENGTH-TESTING MACHINE GUARANTEED TO PRODUCE 
YEARS OF STEADY PROFITS. OUR SELECTION OF KIDDIE 
COIN-OPERATED RIDES WILL DELIGHT THE YOUNGER 
. KIDS AND PROVIDE A STEADY SOURCE OF 
eS REVENUE FOR YOU. 


MR. MUSCLE 


ols RED BARON 
FERRARI 


A\ My 512 AP 6 


~ ZAMPERLA INC. 
_— 16 Edgeboro Road - East Brunswick, 
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Norton’s ticket vendor has an electronic interface 
and costs approximately $350. 


MINI SKEE-PBALL 


A new little game 
with great big 
results. 


Although we may be short on size...we’re 
really big on action. 


Because our new Compact audio model 
—a mere 6'3” long—lets kids of all ages 
play competitively. And play they do. 

For the first time, small children are 
rolling the easy-to-handle ball up the 
shortened alley and into the playing 
a pockets. And adults are striving to 

—— =~. achieve new short-distance throwing 
skills to meet or beat their old scores 
on standard Skee-Ball. 


And since our little size can be 
__. easily accommodated—we're 

> going places we've never been. 

« Like Kiddie lands and res- 

taurants. Taverns and 
shopping malls. And we’re 
making it big. 

Contact SKEE-BALL or 
your local distributor for 
more information. 
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one ticket.” Tickets are an ideal reward for players, he 
said, because they can redeem them for something 
else. 

“Operators didn’t need a promotional tool like 
the ticket dispenser when videos were earning $200 to 
$300 per week,” Reinhorn explained, “but when they 
dropped to $50 a week, they needed something new.” 

“Kids are more discriminating buyers today,” 
Attebery noted. “If they can get a girl an ID bracelet 
for the same money they would spend to play games 
anyway, they are going to play at the location with the 
prizes. And parents think, ‘I could play this game, or I 
could play Skee-Ball with the kids and get them a 
prize, too, ” he said. 


Types of dispensers 

Ticket dis pensers available now are, for the most 
part, based on a timing principle. In other words, the 
longer a player continues to play a game and 
accumulate points, the more tickets he receives. But, 
generally, the machine is set to give a limited 
maximum number of tickets no matter how good the 
player is. “A poor player can get two or three tickets, 
and a good player may get five,’ Norton said..“We 
don’t want to encourage someone to play all day ona 
quarter. 

The Norton Company’s ticket vendor is a simple 
and safe unit that can be attached to any coin-op 
machine, Norton said. The unit has an electronic 
interface and costs approximately $350 with quantity 
discounts available. The Ticket Vendor, Norton adds, 
can be easily moved from one machine to another. 

The Redeemer, a ticket dispenser kit available 
from Coin-A-Ticket in Columbus, Ohio, includes 
circuit board, dispenser, ticket bin, base plate, 
hardware, and instructions. The Redeemer, like 
Norton's dispenser, features an operator option on 
the number of tickets dispensed. 

“When someone orders a dispenser, he tells me 
what games he wants to use it on, and I send him 
instructions,’ Reinhorn said. “When he wants to 
switch the dispenser from one game to another, I send 
additional information. We have a universal board 
that works in about 99 percent of all video games, and 
with a little modification, can work in all videos.” The 
company's second board also distinguishes between 
one and two players, Reinhorn said, and is priced 
about the same as Norton’s. 

Deltronic Labs, which has produced ticket 
dispensers for Skee Ball for the last six years, 
manufactures the V-100 Video Ticket Kit. The V-100 
is designed to be adaptable to a variety of video 
games, Horniak said, and is based on a timing and 
sound principle. “One unique feature of the V-100 is 
that by flipping a switch, the operator can adjust the 
number of tickets and the time increments as to when 
the player gets his first ticket and the remaining 
tickets,” Horniak explained. “Other units have to be 
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e KING PIN BOWLING 
POKER 

e 1-4 PLAYER TOURNAMENT 
SKILL BOWLING 

e JOKER POKER 

e VEGAS BLACK JACK 

e RED DOG 


“TAKE FIVE” —- AND WATCH OUR 
MINI-DEALER REALLY MULTIPLY 


YOUR PROFITS!” Be preeusilbes ly 
Dimensions 

GO FOR IT...LOW, LOW PRICE ee 
HLTA) Nous oF canons mc CALL: 404-255-5370 DaPBEER 


Only one magazine offers you a 
view of the industry from the 
operators’ perspective and 

keeps doing it... 

twice each month! 


PLAY MEVER 


P.O. Box 24970, New Orleans, La. 70184 
904/837-7987 
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BIRMINGHAM VENDING CO. 


Distributors of Coin Operated Machines Since 1931 


The operators’ complete 
one stop for Sales, Service, 
and Parts for Amusement 
Machines and Vending 
Equipment 


540 2nd Ave. No., Birmingham, AL 35204 


205/324-7526 


AQUA PkLAS Tt: 


qe new Wave 
yn Waler games. 


An exciting new water game, Aqua 

Blaster is simply a-mazing players in 

entertainment and amusement centers 
... countrywide. 

A Designed to award redemp- 

%  tlon coupons good for valuable 
prizes at merchandising centers, 
Aqua Blaster automatically dis- 
penses tickets each time the 
player successfully sinks the ball 
at the top of the maze with a 
high-pressure water gun. 


Aqua Blaster is the newest in 
the expanding line of suc- 
cessful, solid-state merchan- 
dising games created by 
Skee-Ball. 

Go on. Dive in. Make a 
splash with Aqua Blaster and 
watch your profits blast com- 
petition right out of the water. 

Contact SKEE-BALL or 
your local distributor for more 
information. 
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factory adjusted. Ours is adjustable for the total 
number of tickets from one to 15 tickets, and the time 
increments are adjustable from 10 seconds to 150 
seconds,’ he added. The V-100 is available to 
operators for $330. 

“Dispensers themselves are all pretty much the 
same, Attebery said. “The advantage to ours is cost.” 
Vending International, located in San Juan 
Capistrano, California, is working on two boards now, 
he said, that will cost operators between $200 and 
$250. “One is in the prototype stage, and the other 
unit 1s computer-based and can be hooked up to any 
arcade device. What we're producing is a computer- 
based machine to operate off the score of the game 
rather than from timing intervals.” 

One advantage to a computer-based system, 
Attebery said, is that the operator can plug a printer 
into the unit and get a total information readout. 

But the cost has got to come down, Attebery 
continued. “You never see a store with just one Skee- 
Ball or one Boom-Ball—they are always banked four 
or five or more. When you put ina dispenser, you need 
to put one on four or five machines to justify the plush 
and slum (prizes). We're trying to have a unit that 
works well and that everybody can afford,” he said. 

Tickets are also provided through the dispenser 
manufacturers and normally cost the operator about 
$2 per thousand depending on the quantity ordered. 
But, Norton pointed out, larger operators may prefer 
to purchase tickets directly from ticket companies. 
(Two major suppliers of tickets are Globe Ticket Co. 
in Pennsylvania and the National Ticket Company in 
New York.) 


Prizes 

Two basic categories of prizes, Attebery 
explained, are the “plush” and‘‘slum.” Slum items are 
plastic toys, whistles, trinkets, etc., while the plush is 
anything from stuffed animals to television sets and 
home video game systems. 

Operators can supply prizes or order them 
through some dispenser manufacturers. Coin-A- 
Ticket offers a redemption center, a showcase, or a 
catalog service to operators when they purchase The 
Redeemer. The company’s standard redemption 
center unit is made of wood, metal, and canvas and is 
4’ x 8" (32 square feet). It comes with an awning with 
adjustable tubing to adjust the height of the center and 
a glass and metal showcase which fits into the center. 
Prizes supplied by Coin-A-Ticket range from 
knickknacks, rings, and watches, to calculators, radios, 
and television sets. “The key to our concept is that we 
emphasize higher quality, higher priced items to 
entice players,’ said David Glimcher of Coin-A- 
Ticket. 

“Our studies show that certain players want to 
save for the big ticket items. Currently, customers 


PLAY METER, May 15, 1984 


SS SS SE SE IS RS ETS BR ES BE A PT SN SS SSE SSNS 
a ed 


redeem up to $60 items, but our catalog will take it up 
to the $2,000 items.” 

Coin-A-Ticket also offers its operator clientele a 
)8-page catalog of gifts ranging from clocks to auto 
tools, camping equipment, and luggage. Players can 
redeem tickets directly through Coin-A-Ticket. 
“We'll eliminate the need for an operator to handle, 
buy, and inventory the merchandise,” Reinhorn said. 
“He doesn’t have to tie up his money in merchandise.” 

The Norton Company also offers operators a 
varied line of gifts. “Some suppliers handle carnival 
type items, but you limit yourself with things like 
that,’ Norton said. “And some carry only gift items, 
but that’s limiting too. It’s better to have a variety of 
gifts to maintain a higher level of merchandise 
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Dome Center Metrolina State 
2695 E. Henrietta Rd. 
Henrietta, NY 14467 7100 Statesville Rd. 


Charlotte, NC 28299 
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INI ationac Amusement Game Auction 
S“THE INDUSTRY AUCTION LEADER? 


-_50 
OF THE LATEST GAMES 


* ATARI * WILLIAMS * TAITO * SEGA * 
* MIOWAY * STERN * BALLY * NINTENDOO:* 


UPCOMING AUCTIONS 


Memphis, TN 


April 28 May 12 May 26 
Cook Cenvention 
Fairgrounds Center 

209 N. Main St. 
Memphis, TN 38103 


We specialize in the sale of new or used games by auction. 
CALL US FOR DETAILS ON THE CONSIGNMENT OR PURCHASE OF GAMES 
National Amusement Game Auction 


1919 14th St., Suite 405, Boulder, CO 809302 
800-458-5858 ext. 676 — 303-440-9393939 


appeal,” he added. “We buy from warehouse closeouts 
so that we can offer a variety of prizes.” 

The company’s starter prize package features a 
variety of popular items for different age groups, said 
Linda Lynch of Norton. It generally includes 12 
stuffed animals and an assortment of glassware, 
jewelry, and novelty items. “We start customers off 
with a variety of items so that they can see what moves 
well at their particular locations,” Lynch explained. 
“Once the gifts are on location, the operator can tell 
what is moving and can reorder those items or order 
something else.”’ 

Lynch suggests that operators use a glass display 
case and cabinet with locks to show prizes at the 
arcade. The size of the redemption area, she said, 


Oklahoma City, OK Indianapolis, IN 


June 9 June 23 
Oklahoma State Murat Shrine 
Fairgrounds 510 N. New Jersey 
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ATTENTION 
ADVERTISERS: 


Contact ‘Play Meter’ now 
about advertising in the 
July 1 Security Issue. 


This special issue will 

address the industry- 

wide problem of route 
accountability. 


Articles will deal with 
internal and external 
cash controls with 
Special attention bein 
given to route equipmen 
in offices and trucks. 


III IIIA III IIIA A AAAI AAAI AAA AAAI AAA KAKA KKK 


- 


Ttoick 


NTRODUCING: 


The Video Game 
Ticket Kit 


Quickly turn video games 
into ticket-dispensing 
merchandising units that 
turn profits... fast. 


We've combined the winning concept of 
merchandising with the fascination for video 
games to produce a unit that doubles their 
draw and player appeal. 

Our new V-100 automatic ticket dispenser is 
easily installed on most video games. It 
features easy-to-set ticket issuance levels to 
suit your requirements as well as low voltage 
operation. 

Cash in on Skee-Ball’s 40 years of ticket dis- 
pensing experience. Call today to see how to 
retrofit your video games for increased profits. 


See us at the AOE Show, Booth #530. 
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depends on the size of the arcade. But, she added, it 
should be something that everyone in the location can 
see and should be placed near the games with ticket 
dispensers on them. “By having an actual display, 
players can see right then and there what they can 
win. They see something that they want and either 
spend their tickets then or save their tickets for 
another item,’ she said. 

But operators don’t have to limit themselves to 
awarding gifts, Attebery said. He suggests that 
operators make use of the type of location they have in 
determining what kinds of awards to give for tickets. 

If your location serves food, for example, 
Attebery said, give soft drinks, popcorn, or hot dogs as 
prizes for a certain number of tickets. An airport 
arcade could redeem tickets for a free magazine. And, 
one arcade in California whose owners also own boats 
in a nearby marina, offers an hour of “whale 
watching’ or an all-day fishing trip. 


Operator guidelines 

Operators should check local legislation to 
determine whether ticket dispensers are appropriate 
for their locations before making any investment. 
“You have to be cautious because some municipalities 
don't allow giving tickets as prizes,’ Dillon warned. 

In addition, Reinhorn said, operators should 
adhere to certain guidelines to avoid any legal 
problems—only dispense tickets on games of skill and 
do not make the value of the ticket more than a 
quarter. 

Tickets are usually valued at 1-cent or less, 
Norton said, and a game generally dispenses no more 
than five tickets. “Ticket awarding is different from 
gambling where if you hit the jackpot, you get a lot of 
money back,” he explained. “You're only getting back 
about 5 cents on tickets, and there’s a more controlled 
return. | 

Operators may also find ticket “skimming” a 
potential problem, Attebery said. “An employee could 
pick up a batch of tickets and give them to his sister, 
for example, and she would redeem them for a TV or 
something,’ he said. “But our unit validates tickets 
and there’s no way to duplicate the perforation on the 
tickets that the dispenser makes without running 
them through the machine.” 

Will equipping used games with ticket 
dispensers affect the sale of conversion kits? “If you 
can get away with spending $200 (for a dispenser) 
instead of $750 for a conversion and make enough to 
justify your investment, it may hurt conversions some. 
But it won't hurt good conversion games,’ Attebery 
responded. 

What the dispenser will do, Norton said, is to 
“put player appeal back in with the incentive of a 
ticket reward.” 

And, Attebery added, “machines with ticket 
dispensers don’t get old—they get used.” e 
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Q-Bits®, because nothing fits except Q-Bits® 
It’s the remarkable system from Roger 
Williams Mint that stops unauthorized coins 
and tokens. There is a wide variety of key 
combinations available, and each of our 
customers gets exclusive rights to that 
combination within a 150 mile radius. 
Conversion is simple and inexpensive and 


Q-Bits® stock or custom are available quickly. 


Northwest Industrial Park, 79 Walton St., Attleboro, MA 02703 


Sheila suggests: 


Save up to 25% on conventional tokens. Call 
our toll-free number and we'll prove the 
point. We give Same Day Shipment on stock 
tokens and just 3-4 week delivery on your 
custom designed order. Design service 
available at NO CHARGE. 

We believe we can save you 25% or more. 
Call Sheila toll-free 800-225-2734 and get the 
facts without obligation. 


*In Massachusetts, call (617) 226-3310 


Food Can Improve 


An Arcade’s Profitability 


Ore Operators are discover- 
M ing the benefits of offering 
snack foods in their loca- 
tions—they keep customers at 
arcades longer, and food items, on 


the average, can deliver a high gross 
profit of 70 to 80 percent. 


“I’ve seen more operators within 
the last 12 to 14 months,” said Tom 
Coughlin, a sales representative 
with Wheaton’s, which wholesales 
food to places serving snack items. 


“As present subscribers and 
former subscribers to Play Meter 
magazine know, we've had a direct 
response card in every one of those 
loose deck card packs (Buyers’ Mart 
cards) that I’ve mailed for at least 
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By Laura Braddock 


the last two and a half years—and 
every issue brings another 350 to 
400 inquiries,” said J.C. Evans, vice 
president of Gold Medal Products, a 
company featuring popcorn ma- 
chines, hot dog rotisseries, and other 
snack machines. 


And Coughlin said these opera- 
tors are considering food because of 
its high gross profit of 70 to 80 
percent. 


Evans agrees. He said operators 
should expect total food costs, 
including paper items, to run, on the 
average, a little under 30 percent of 
sales. Joe Aboid, of Putt-Putt Golf & 
Games in Columbus, Ohio, said he 
originally offered a snack bar as a 


customer convenience, but now he’s 
starting to look at its profitability. 
The snack bar in the 50- to 53-piece 
game room makes about 79 to 80 
percent profit which puts his costs 
at 20 to 21 percent. 

Operators are also being drawn to 
food, Evans said, because “it will 
hold players longer and sometimes 
bring them in.” “We use food as a 
convenience for customers to keep 
them in the game room instead of 
going some place else,’ Aboid said. 

By offering players the conve- 
nience of snacks, operators can 
widen their entertainment sphere. 
The player gets more at the location 
so he tends to stay there longer. 
“Operators are not in the game 
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room business or the arcade bust- 
ness. They are actually part of the 
amusement recreation and leisure 
time industry. Someday they will 
learn that people are just as refresh- 
ment conscious as they are recrea- 
tion minded,’ Evans said. There's 
probably not a swimming pool 
complex, little league operation, or 
roller rink in the country that 
doesn’t have some type of refresh- 
ment facility, he added. 

When first approached, business- 
men have always rejected serving 
food in their locations. “I remember 
in the late ‘SOs when I attended my 
first roller skating rink operators’ 
association conference,’ Evans said. 
“The old-timers in the business said, 
‘J.C., I'll close this damn rink before I 
ever sell popcorn or cotton candy! ” 

Evans urges operators to widen 
their businesses’ scope by consider- 
ing food: “Unless you picture your- 
self as a part of the much larger 
amusement recreation leisure time 
industry, you are adopting the old 
Henry Ford ‘I'll give them any color 
as long as it’s black’ philosophy.” 


Pricing 

To prove that operators can 
please players and make a profit at 
the same time, Coughlin provided 
profit percentages for specific food 
items. Since a bag of popcorn costs 4 
to 5 cents, he said, it brings an opera- 
tor almost 80 percent profit while 


nachos with cheese garners a 75 to 
80 percent profit. Also a non- 
carbonated drink, such as punch or 
lemonade, can bring in a profit 
because the mix costs 4 to 5 cents per 
serving and the cup 8 to 9 cents. 
Cotton candy returns the operator 
about 85 percent profit, he said. 

But profit isn’t the only considera- 
tion when it comes to pricing items. 
“In the business of operating snack 
bars, so many people get hung up 
over percentage profit, but opera- 
tors remember that 100 percent 
multiplied by nothing 1s still 
nothing. They pay their bills with 
accumulated gross margin dollars,” 
Evans said. Operators should look 
for the “fast turnover,” he explained. 
They need to make a little money on 
everybody by selling a lot of units 
daily. 

After considering pricing, opera- 
tors need to evaluate the size of their 
locations and their amount of player 
traffic. Coughlin said that in a heavy 
traffic location, with around 80 to 
100 games, operators may want to 
consider a full-line snack bar with 
several items, while an operator 
who has a lighter traffic arcade may 
only want to offer a few food items. 

Charles Ross, a partner in Inno- 
vative Management Consultants, a 
firm specializing in seminars, com- 
puter programs, and consulting for 
the operator, advised attendees at a 
recent AOE seminar to consider a 


A snack bar can help operators improve their business. 
Here’s a snack bar at Fun & Games in Framingham, Massachusetts. 
The arcade has remained successful through difficult times. 
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ventless French fry machine. 
Besides French fries, it can also cook 
mushrooms, zucchini, onion rings, 
and many other snack foods. 

It can be hard for operators to 
decide which snacks to offer. There 
are many combinations of foods. 
Evans suggests operators choose 
food that will draw people into the 
arcade primarily to buy food. “For 
some of these people, food is the 
attraction—games are extra,’ he 
said. “But if they get the game habit, 
operators have added one more to 
their universe of players.’ And 
Operators can gather their own 
market data. They can simply sit in 
their cars in front of the game rooms 
and then follow players to their next 
stop. They may be leaving for a 
snack. 

Evans suggested four primary 
categories of food operators can 
serve: 

Pizza only—Pizza has an ex- 
tremely low food cost percentage, 
and, when customers eat pizza, they 
normally consume a lot of beverages. 
But there are many pizza locations 
now, he said, and successful pizza 
operators spend a lot of money on 
promotion and merchandising. 
They also constantly work on 
improving their pizza recipe, Evans 
explained. “If you're going to do 
pizza, you had better do it well—or 
it will be worse than having no food 
at all.” 

Pizza and a salad bar—Evans 
recommends operators build a 
strong luncheon trade before they 
attempt a salad bar. In many fast 
food restaurants, there are often 30- 
item salad bars, and that means a lot 
of spoilage. 

Full fast-food menu—(hambur- 
gers, French fries, carbonated 
beverages, and shakes, etc.) 

Fun food only—(popcorn, cotton 
candy, slushes, etc.) 

And he suggests operators aug- 
ment any of these menus with a 
sundae bar. 


Simple starters 

“No matter what you do, find a 
way to do it right,’ Evans advises. 
“Start out simple.’ Many operators 
entering the snack business probably 
consider popcorn, hot dogs, or car- 
bonated beverages, and Evans gave 
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some tips on their preparation and 
merchandising. 

“Every year for the past 12 years, 
per capita consumption of popcorn 
has gone up more than 5 percent— 
certainly more than 50 percent up in 
the last 10 or 12 years—and it keeps 
growing year after year,’ he said. 

However, Evans said Gold Medal 
probably spends more time trying to 
teach people how to merchandise 
and promote popcorn than it s pends 
on all the other snack concepts com- 
bined. 

Evans first advises operators to 
buy their corn from a professional 
concession operator to be sure they 
are getting corn that is_ tender, 
expands bigger, and has a high taste 


Operators haven't always been 
eager to consider serving food in 
their arcades. In fact, past issues of 
Play Meter show that many knowl- 
edgeable industry members once 
frowned on mixing food and games. 

In a May 1982 story on arcade 
rules, one distributor commented: 
“Although many arcade owners and 
other people will disagree with me, I 
do not think that any kind of food, 
sandwiches, or beverages should be 
served or made a part of any well- 
run arcade. In fact, we frown on 
drink machines or vendors of any 
kind. Food and drink usually keep an 
arcade dirty and smelly, and when a 
soft drink is turned over ona flipper 
or video game, it presents problems. 
So, if food or drink have to be on the 
premises, keep them in a separate 
building and do not let anyone into 
the arcade carrying any kind of food 
or beverage. (Encourage birthday 
parties, but let the youngsters enjoy 
their cake, ice cream, and soft drinks 
nearby, but out of the arcade.)”’ 

One operator said youths appreci- 
ated his no smoking, no loitering, and 
no eating stance. “The public likes it, 
I think, because we get very nice 
comments from the youth. Many 
times the youth prefer it because the 
machines don't get grimy; after all, a 


quality. “Today there’s so much 
lousy corn being offered it really is a 
disgrace,” he added. 

Evans also urges operators to 
check into the feasibility of offering 
“a squirter’” for imitation butter. 
“Every one of them can increase 
their unit sales by 25 percent—they 
can increase their selling price per 
sale by 10 cents to 15 cents—and, if 
they pop super quality corn and have 
a good imitation butter dressing, 
they will sell more units.” 

Variety is a key to merchandizing 
hot dogs. Evans suggests operators 
consider offering two sizes for value 
pricing and even offer a variety of 
hot dogs—a chili dog, cheese dog, 
etc. 


person who puts a quarter into a 
machine is entitled to a quarter’s 
worth of play, and the machine 
should be clean for him and function 
properly,” he said in April 1978. 


One operator and a founder of a 
national arcade chain believed in 
putting enforcement of the rules 
before players’ desires. “...we ran a 
really tight ship...we enforced no 
smoking and no food inside, which 
everybody said we couldn't do, but 
we did it. And the kids know they 
can go inand havea good time while 
knowing it’s no-nonsense or they'll 
be barred from ever coming in 
again, the founder of the arcade 
chain said in May 1975. 


In August 1978, the operator said: 
“We don't allow smoking or drink- 
ing of any beverages....I’d rather 
sacrifice a certain amount of sales 
than let them break the rules.” 


In the interview, Play Meter 
asked “Do you think amusement 
centers will continue in their pre- 
sent form, or will you have to add 
fast food or secondary business 
attractions?” The operator replied: 
“No, not as long as the manufac- 
turers keep coming out with inno- 
vative games that pull in the 
money.” e 
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“Nobody can go wrong with car- 
bonated beverages,’ he said. But 
bottled and canned soft drinks offer 
virtually no profit if operators try to 
sell them at competitive prices. The 
only alternative is a post-mix 
system—a beverage dispensing 
setup that starts with syrup, one 
stainless steel 5-gallon tank, a water 
hookup, and CO: mix for carbona- 
tion. 

“Remember, your clientele likes a 
cold drink that they can enjoy for a 
few moments—not just one gulp 
and it’s gone,’ Evans pointed out. 
This means operators should use ice 
cubes instead of crushed ice in their 
ice maker, he said, because the 
bigger the ice cube, the slower.the 
meltage. If there’s less meltage, a 
lower percentage of syrup needs to 
be drawn through the facet on the 
post-mix drink system. 

Evans also recommends operators 
offer at least two non-carbonated 
beverages such as ice tea, orangeade, 
lemonade, pink lemonade, or a red 
or grape beverage. 

Coughlin also offered a tip for 
operators setting up equipment for 


serving carbonated or non-carbon- 
ated drinks. He suggests they 
consult their local cup distributor 
about three-cup pricing which is “a 
good way to increase drink sales.” If 
a snack bar offers a 12-, 16, and 24- 
ounce drink, customers are likely to 
choose the 16-ounce size because 
they are apt to go for the medium- 
sized drink, he said. If the same 
operator only offered a 12- and 24- 
ounce drink, he probably wouldn't 
sell as many ounces of beverage. But 
Coughlin warns operators to cor- 
rectly price their beverages so that 
prices are in proportion to the 
amount of beverage served. 


Menu selection 

Coughlin cautions operators con- 
sidering full-line snack bars to be 
careful when choosing food items so 
that products don’t compete against 
each other. For example, an opera- 
tor may not want to serve popcorn 
and prepackaged chips because they 
are both salty. Prepackaged candy 
and cotton candy would compete 
because they are sweet, and nachos 
and cheese sometimes competes 


against hot dogs because they are 
served hot. 

However, an operator’s goal is to 
please his customers, Coughlin 
added, so if his players request candy 
bars, he should offer them although 
they have less of a profit margin 
than cotton candy. 

As an operator considers the food 
he will offer, he must also evaluate 
the cost of the equipment needed to 
prepare it. For $12,500 to $13,000 in 
equipment costs, an operator can get 
“more menu than he probably wants 
to start off with,’ Evans said. This 
may be a lot of money to put into a 
new venture, but Evans said the 
equipment can last for up to 20 
years, operators only have to pay for 
it once, and it can be depreciated. 
And if they want to sell the equip- 
ment, it can probably be sold for 50 
percent of its original value. 

Evans listed average prices for 
several pieces of equipment an 
Operator starting in the food busi- 
ness might need: a carbonated soft 
drink machine offering three or four 
selections and an ice maker, $2,000 
to $2,500; a popcorn machine, 
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$1,000; hot dog equipment, $500 to 
$600; cotton candy machine, $1,000; 
a three-compartment sink, $1,000 
installed; equipment for nachos and 
cheese, $325; counters, about $100 
per running foot (that usually 
includes cabinets); and a self- 
defrosting refrigerator, about $1,000. 
Operators also need to be aware that 
there are electrical costs involved in 
installing the equipment’s wiring. A 
pre-set key type register, which lets 
an operator know what he’s selling, 
is also important, he said. It should 
cost about $1,000. 

Employees to run the snack bar 
are another cost operators must con- 
sider. Evans said one person is 
adequate during slow hours, and two 
employees are probably needed 
during busy times. Coughlin recom- 
mended one employee even during 
busy hours, saying that department 
stores usually have only one person 
working their snack counters. 
However, the number of employees 
not only depends on an arcade’s 
traffic, but also on the variety of pro- 
duct offered. If an operator serves 
hamburgers, he'll probably need 
one person to watch the cooking 
hamburgers while the other em- 
ployee takes care of the other items. 


Eating area 

After an operator knows what 
food he’s going to serve, it’s decision 
time again because he must decide 
where his customers will eat—in a 
specific area or throughout the 
arcade. Opinions vary. Evans recom- 
mends operators listen to their cus- 
tomers, and if possible, accommo- 
date them. “If you can do it (have an 
eating area) and do it easily, take 
care of your customers,” he said. 
Aboid has a corner which has no 
games at his Putt-Putt where cus- 


tomers are supposed to eat, and he 
said players, for the most part, 
confine their food to that area. 

“Most people are not going to 
make a pigpen out of your opera- 
tion. If you don’t believe it, go to 
McDonald's sometimes,’ Evans 
said. “Watch all those people place 
their orders, put their food ona tray, 
sit down, consume their food, and 
very dutifully clean up after them- 
selves.” 


Channel traffic into the order 
entry area, he suggests, and bring it 
into the sitdown area. Encourage 
players to eat there before returning 
to the games area. 

“That's a valid point to consider,” 
Coughlin said. “You have an invest- 
ment to protect.” Yet, he added, an 
eating area can limit an arcade 
Operator because he can fit many 
games into the space occupied by 
eating facilities. Also, he said, 
people tend to dispose of their trash 
properly if receptacles are placed 
throughout the arcade. 

For the operator who chooses to 
have a dining area, Evans recom- 
mends a 10’ by 20’, 10’ by 22’, or 10’ 
by 25’ dining area, or about 200 to 


250 square feet devoted to consump- 
tion. He added that 12’ by 12’ is a 
tiny area for a snack bar, but that 12’ 
by 16’ would be adequate. An opera- 
tor could squeeze both his snack and 
dining areas into about 400 square 
feet, he said. Coughlin suggests a 6- 
foot front and back counter for a 
full-line snack bar. Counter space is 
important, he said, because cus- 
tomers “have to be able to see it 
(food) to create an impulse to buy.” 


Promoting snacks 
Promotions, or letting customers 
know about food products offered, 
are also important to operating a 
profitable snack bar. Aboid offers 
his players nachos, pizza, hot dogs, 
ice cream, soft drinks, candy, chips, 
and hot pretzels. And it’s no coin- 
cidence that the two items he pro- 
motes, soft drinks and ice cream, 
bring him the highest profits of his 
food items. Evans recommends 
tying food in with token specials, 
using coupons, and offering special 
prices on food at certain times. 
“America has become a great 
coupon saving society. In their 
regular newspaper advertising, 
operators should give a lot of 
coupons,’ Evans recommended. 
They can promote the make-your- 
own-sundae-bar by offering free 
toppings at certain times of the year, 
or a coupon can be good for a few 
cents off a hot dog, or offer cus- 
tomers their choice of a topping. 
In summary, food can help opera- 
tors keep players at their arcades 
longer, and food is a high profit 
item. It can help some operators 
improve their businesses. However, 
Evans warns operators not to wait 
until it is too late: “If you are already 
drowning, it (food) is not going to 
bring you back to life.” e 
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VIDEO GAMES COME & GO 
BUT SOME EQUIPMENT— 
LASTS & LASTS & LASTS 


A special issue devoted to games that don't go out of 
fashion is coming to PLAY METER’S 13,000 readers.* 


CG 


foosball, g) and electronic dart leagues. 


Featuring... 


ADVERTISING MESSAGE 
IS THERE ALSO 


This issue is destined to be the definitive reference for 
operators of pool tables, foosball, electronic darts, 
and other long time earners. 


* Print order for July 1, 1984 issue of Play Meter. 
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PHOTON: 


A HIGH-TECH FANTASY EXPERIENCE 


hoton, a ‘living video game,” 
is open to players in Dallas, 
Texas. 

It’s a new, futuristic kind of high- 
technology, life-sized “living video 
game.” Players wield light phasers 
that win (or lose) them points in a 
computer-controlled contest. They 


compete against themselves and 
against time in a setting of experi- 
mental electronic music, pulsing 
lights, swirling fog, and alien-planet 
props. 

“For our customers, we believe 
this will be the ultimate fantasy-like, 
space-age experience,’ said George 


Photon warriors dressed in full space age regalia, anxiously await the arrival 

of the opposing team. Equipment includes a sensory helmet, a Photon Phaser, 

a Photon Control Module worn around the chest, and a power pack for the 
waist that energizes all Photon space gear. 
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A. Carter II, the 38-year-old enter- 
tainment and leisure time product 
innovator who spent the past two 
years putting the world’s first 
Photon (FO’-ton) facility together. 

The doors to Planet Photon 
opened to the public March 30, at 
12630 E. Northwest Highway in 
Dallas. Jim Dooley, designer of 
Photon’s electronics equipment, 
said the opening day attendance was 
“beyond expectations.” He also said 
there have been no major equip- 
ment failures. 

Planet Photon’s first visitors 
found themselves: 

—Wearing the components of 
space-age warfare that included 
helmets with high-frequency radio 
transmitters and receivers, laser- 
like “guns” that triggered sensors 
when their bursts struck their 
targets, high-energy battery belts, 
and a vest containing a micropro- 
cessor—a computer chip—analyz- 
ing and reporting on its wearer's 
activities. 

—Joining one of two teams of up 
to 10 players each that began the 
Photon game on opposite sides of a 
carpeted and catacombed playing 
area and battled their way across the 
floor to the other team’s home base. 

—Seeking to avoid the momen- 
tary, 10-second computerized 
disarming of their own gun which 
occurred when they were struck by 
“photons” (the name for a particle 
of light) of the opposing team or by 
narrow light beams that occasion- 
ally erupt from the alien planet 
itself. 

—Hoping to build their own 
point scores two or three points at a 
time by ‘disrupting’ (a player hit by 
a light beam from an opponent's 
Phaser) members of the opposing 
team and avoiding being disrupted 
themselves—and by pushing 
through during the six minutes or 
more that the game Is in progress to 
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the opposing team’s home base, 
which is worth 25 bonus points. 


Photon’s beginnings 

The idea for Photon, soon to be 
the focus of a major franchising 
program, assumed shape in Carter's 
mind after he first witnessed the 
laser gun battles in “Star Wars.” 

“At first, I had a survival-like 
game in mind but soon realized that 
what I envisioned needed to take 
place indoors,” recalls the Dallas- 
based entrepreneur. “After all, we 
are dealing with combinations of 
microcomputers, radio frequency 
equipment, light sensing mecha- 
nisms, video display electronics, and 
experimental music that often 
pushes the state of the art. 

“The four computers we use to 
orchestrate the involved electronics 
also keep detailed, permanent 
records of everyone who ever plays 
the game, what his or her scores 
were, who the opponents were, how 
long the game ran—any data per- 
tinent to choosing the best players 
in the country,” Carter said. “The 
exciting thing is that this is the kind 
of game where a kid who may not be 
big enough to play sports, for 
example, can excel.” 

He said marketing studies for 
Photon indicate that the typical 
Photon player is likely to be male, 


atte 


A Photon warrior hides from hts 
opponent behind the Alien Tower in 
the first Photon facility. 


someone who enjoys video games 
and speed-and-skill-oriented 
amusement attractions and who has 
a competitive nature. Because of the 
weight of the equipment, only 
individuals 4-foot-6 and taller are 
allowed to play. “We expect most of 
our players to be in their teens, but 
our studies turned up a surprising 


Photon warriors shoot light beams from their Phaser guns. A 10,000 square-foot playing 


number of adults who said they 
would like to try it,” Carter said. 

“Photon is designed as a game of 
skill, not as a substitute for a contact 
sport or other forms of heavy 
physical activity,’ Carter explained. 
“Two referees will be on the floor at 
all times to enforce the game's rules 
and encourage the sportsmanship of 
those participating.» 

For those who would prefer to 
watch or to observe before playing, a 
spectators’ deck overlooks the play- 
ing area. Also, one of the Photon 
center’s three electronic scoreboards 
is located in the lobby. 

Before playing, each player must 
pay a one-time-only fee for a 10- 
digit Photon ID card that identifies 
its owner to the computer prior to 
each game. At the conclusion of each 
game, each player can receive a 
computer printout with his scores. 


Coordinating lighting, music 
“One of the most unusual features 
of the Dallas Photon facility is the 
computerized coordination of the 
Photon playing area’s special light- 
ing effects with our specially com- 
missioned electronic music,’ Carter 
said. Produced by Ken Caillat, a Los 
Angeles recording producer and 
engineer, the Photon music makes 
use of as many as six electronic 
synthesizers simultaneously. e 
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area features lighting and 


sound equipment, a mazed network of tunnels, battlements, walkways, artificial fog machines, and electronic sensors. 
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COINMAN INTERVIEW 


Tom McAuliffe, 36, has spent the last 10 years in 
the coin-op amusement industry with Time-Out 
Family Amusement Centers, and now serves as 
company vice president of operations. 

After Tom got out of the service, he worked as a 
licensed private detective for a security firm in New 
York. The security firm was hired to staff the 
locations of Tico Bonomo’s Time-Out stores in New 
York. Tom advised Bonomo to operate like other mall 
stores by hiring his own employees to manage the 
arcades like a retail chain instead of having the 
security company run them. 

In the summer of 1974 a program was worked 
out. Bonomo offered Tom an opportunity to 
implement his suggestions. Now Tom has joined 
other arcade operators to head up NCMI’s Family 
Amusement Center Division geared toward family 
amusement operators’ special needs. The division is 
presently taking applications for membership. 
Interested operators should contact Herb Beitel at 
212/227-2230: 


©... : How was the Family Amusement Center Division of 
ioe gs NCMI formed? 

Bia * About five years ago, several operators were 

ee _ — invited to an idea exchange in Miami, and we 

e exchanged non-competitive information. Those 

Om McAuliffe attending were Jules Millman (Aladdin’s Castle, 

Inc.), Ted Olson (Time Zone), Jerry Kroos (Interstate 

Leisure), the Seavers (Land of Oz), Steve Isaacson 

(Sega Centers), Craig Singer (Nickels & Dimes), 

Mark Rodstein (Magna Fun Co.), Maynard Levin 

(Dream Machine), and Tico Bonomo and I (Time-Out 
Family Amusement Centers). 

It was suggested then that we should formalize 
the association and meet during trade shows to 
exchange non-competitive ideas on a regular basis. 
For one reason or another, the idea fell through at that 
time. Then over a year ago, Tiny Weintraub of NCMI 
contacted Tico. Tiny told him they were forming the 
National Coin Machine Institute to try to fill a void 
among national associations. I was asked to form a 
steering committee. 

It was then suggested there should be a division 
especially for arcade operators because although street 
Operators and arcade operators have many problems 
in common there are also many differences. 

By Valerie Cognevich The division’s purposes are severalfold. First, to 
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@ When we return to that uniqueness that attracted the 


public popularity initially, we will be back on track again. 9 


have one voice for the family amusement centers to 
answer criticism and offer opinions on issues 
involving our industry that appear from time to time 
in the national press. This will alleviate the need to 
have to fight a lot of adverse publicity individually. 

Second, we hope to raise the standards of arcades. 
To meet that objective, we have created a reasonably 
strict code of ethics. 


How many arcades are there in the United States? 

Over the past few years, I’ve seen the number 
pegged at 10,000 individual arcades. I would venture 
to say that number ts probably around 4,000 to 5,000 


now. 


How many members are there in the NCMI division 
now? 

Charter members in the division include Atart 
Adventure, Aladdin’s Castle, Advance/Carter, A & C 
Associates, and Time-Out which represent about 540 
arcade units coast to coast. 

Herb Beitel, executive director of NCMI, will do 
the administrative work for us, and we will use his 
office for a promotional campaign to enlist new 
members. We have adopted a code of ethics and are in 
the process of formalizing a list of membership 
requirements. 


What requirements do members have to fulfill? 

We will require the chief executive of the 
company applying for membership to sign a 
document stating the company ts in compliance with 
our requirements. The company will forfeit its dues 
and membership if it is found by any member not to be 
in compliance. 

A qualified adult attendant must be on the 
premises at all times, and the location must be 
maintained properly. Illegal activities must be 
outlawed. He must not operate any equipment 
inappropriate for a family amusement center. 
Children under 16 should not be allowed during 
school hours. 

These are just a few of the division's 
requirements. If the company certifies that it is in 
compliance, we will accept the membership. Since our 
present members’ units span a large part of the 
country, a company’s stores or some of its stores will 
be visited. 
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Do you hope arcade operators will upgrade their 
locations to become members? 

Yes, we hope those who wish to become 
members will covet a membership in this 
organization enough to upgrade their stores. We have 
structured our dues so the cost is not prohibitive to the 
candidate who operates only one arcade. He will still 
get the same input as larger chains. There are benefits 
by association. People an operator hadn't known 
previously could supply him with information on the 
industry and how to improve the operation of his 
arcade. We would be willing to give an operator the 
advice he might need to enable him to upgrade to our 
required standards. If he knows what to do but doesn't 
know how to implement it, we would give the 
information that might bring his locations up to 
standards. 

We are all very jealous of our reputations and do 
not want someone claiming membership in our 
organization who would be a negative reflection on its 
membership at large. We carefully scrutinized each 
other when this was starting and satisfied ourselves 
that every one of the charter members 1s operating at 
the highest standards. We want landlords, developers, 
and communities to know that a member company of 
this organization is a cut above the rest. 


Unfortunately, most of the problems seem to come 
from those who don’t have high standards of 
operation. 

The association will be able to help those who 
want to improve their locations. There are those, 
however, who do not have any intention of trying to 
do anything to improve themselves or the industry. 
Most of the criteria for membership do not require 
dollar outlays. They only require, at most, policy 
changes and the will to stick by those policies. 


Are there problems between arcade and street 
operators? 

The problem is that many times someone opens 
an arcade without a license and that causes problems 
for operators who have games in locations in the area. 
But that arcade should not be there if it is not properly 
licensed. I don’t want it there either. Street operators 
are welcome to become members of NCMI. Arcade 
operators can become members of NCMI or the 
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Family Amusement Center Division. Some arcade 
operators operate street locations. There are some 
common problems both have to face. But there are 
also problems unique to one or the other. Legislative 
problems such as outright prohibition affect both, and 
we work very closely on that. There are some strong 
differences between the two in administration, 
especially with companies that operate in a multitude 
of states. 


Might legislators someday accept division membership 
as a standard? 

That is our ultimate goal. We would like to think 
membership would be like a Good Housekeeping Seal 
of Approval. If an arcade was opened under the 
standards of our association and the owner dropped 
those standards, his membership and maybe his 
license would not be renewed. We would like our 
reputation to have that widespread recognition and 
impact. 

We are not looking to establish our own police 
force. The only checking up we would do would be 
visiting a potential member’s location in the normal 
course of our own business operations with an eye 
toward how the customers view it. 

It is a large undertaking, but | feel that the good 
this organization is capable of doing for its 
membership, the industry, and the communities is 
overwhelming. We are involved with SADD 
(Students Against Drunk Driving). It involves 
contracts between parents and kids that neither will 
drive while under the influence of drugs or alcohol. 
Member stores are ideal locations to bring parent and 
child together under the sponsorship of local SADD 
chapters to sign the contract. The association can 
participate in some worthwhile project, and the 
beneficiaries are the parents and children—our 
customers—in the communities we serve. 


How can an arcade operator establish a good 
community relationship? 

Operators have an obligation to be as 
homogeneous as possible with the retail mix in the 
area. That way they will not be looked upon asa blight 
on the community. If that had been considered as an 
obligation from the beginning, there probably would 
not be as many problems as there have been. I believe 
there is also the responsibility to put something back 
into the community. 

Try to be one of the solutions in the community 
instead of one of the problems. The operator needs to 
have strong ideals and goals so he will be recognized 
for those high ideals. Our company has set out to 
always do what we promise to do. Many people are 
surprised by that. 


Chain operations do not always have an owner on the 
premises. How important is the manager of a 
location? 

The manager, whether you like it or not, or 
realize it or not, is the representative of your company 
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in that area. The manager can make or break the 
location. He must be aware of your company’s goals 
and abide by the rules you set out for him in an 
operation and policy manual. He must be able to run 
the type of operation you originally envisioned. 

To do this, the owner or management must have 
set down the direction of the company, and everyone 
working for him must have a clear understanding of 
these goals. Large chain operations could get out of 
hand very rapidly if standards were not maintained. 
Even McDonald's did not become successful 
overnight. There were standards and goals, and those 
are maintained. The owner must have a business plan 
written down so he doesn’t lose control of what he 
wants to accomplish. 


What do you look for in a manager? 

First, he must be someone we can depend on. We 
try to look for someone who hasn’t been in this 
business before so we can train him by our standards. 
That way he does not have any bad habits to break. We 
look for a young person, preferably in his early 20s, 
with some college background who has not had his 
best shot yet. We give our trainees one-on-one 
training from a regional manager so they are not 
learning from another store manager. 

Second, we explain to him the virtues of our 
company and let him know there is room for 
advancement. Some of the executives started out as 
managers. In other words, it is our policy to cultivate 
our talent homegrown. We try to promote from 
within whenever possible. 


Hiring a manager ts one of the most important 
decisions you make for your store. He must be a 
supervisor, be somewhat technically oriented, be a 
politician, a promoter, an administrator, and a 
problem solver. This is a lot to look for in one person. 


Have problems changed over the years you have been 
in the industry? 

Ten years ago it was very difficult to open arcades 
in different areas. We worked very hard to build our 
reputation, and we did what we promised we would 
do. We became known for that. Then there were those 
who rode the coattails of our reputation. Just when 
people were beginning to believe that arcades were 
not bad places, someone would come along and open a 
place and not keep very high standards. That began to 
put us in the same barrel with the amateurs until 
people realized that not all arcades are the same. Then 
with greater acceptance came the flood of legislation. 

Today, there are still problems with high license 
fees, taxes, and high rents that were charged when 
video games were at their peak of popularity. But I 
think that the overwhelming problem for all 
operators is that too many people are still in the 
business. The industry got too saturated. The shake- 
out has not leveled off yet, but it won't be too long. In 
the end, if sales are to increase appreciably, there must 
be fewer games and places to play them. 
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How do you feel about manufacturers who operate 
arcades? 

Vertical integration is a legitimate business 
practice and beneficial to the companies ina variety of 
industries. 

The operator/manufacturer has competitive 
advantages in equipment costs, and the money saved 
in that area can be used to seek advantages in other 
areas. 


How do you feel about diversifying equipment? 

I definitely think there is room for different types 
of equipment. In a national chain like ours, we have to 
appeal to a wider range of people to make up for the 
bodies that are no longer in the locations. Right now 
there is no equipment available that is so 
revolutionary that it will bring the kids back in the 
numbers they represented before. 

We have to appeal to the younger kids and to the 
parents. Skee-Ball ts a good way to do that. We found 
that it brought some new customers into the arcade 
who like a simple but fun game. Also, a whole new 
generation 1s interested in pinball again. But as far as 
pool tables, we have never used them. I do not feel that 
arcades paying premium dollar for floor space do very 
well with a pool table. They also encourage loitering. 
But pool tables have helped street operators 
enormously. 

I have also resisted those who think the video 
jukebox is the thing of the future. I feel it is a slow 


quarter and encourages people to stop and watch. And 
they can't very well play video games while watching 
the jukebox. 


Do you feel that serving food is away to keep people in 
your store? 

The only way I think you should consider it is if 
you have a separate area for that. In our stores you 
can't smoke, so I don’t have to worry about what you 
are smoking. You can’t drink, so I don’t have to worry 
about what you have in your Coke can or cup. I think 
these rules improve the atmosphere, cut down on 
maintenance, and let us exert a little more control. 

But if you have the space to make a section for 
eating and drinking, it could generate the dollars 
(profit) by keeping the customers around longer, not 
for its profitable merits as a food establishment. The 
operator should not back into that business without 
knowing anything about it. 

We try to take advantage of other establishments 
in the area that serve food. We have a promotion 
program with McDonald's. For example, they may 
give a coupon to our game room to award for the 
purchase of a Big Mac, and we may give McDonald’s a 
coupon for a free game for every Big Mac purchase. 

We also try to work with other businesses such as 
record retailers. We may promote a certain record or 
their store in general, and they may give us 
merchandise to award contest winners. We try to 
involve other area merchants if we can. 
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Are some operators comparing their businesses to the 
video boom years and not to earlier years when things 
weren't so bad? 

It is a tough question because many stores that 
are operating in malls now pay much higher rent than 
they did 10 years ago. Many landlords inflated rents 
when the video games were taking in much more than 
they are now. They had operators standing in line 
bidding up the price to get the location. Most leases 
were for five to 10 years. 

Many operators find that with present sales 
levels they cannot turn a profit. Worse yet, many have 
losses. Pre-boom sales levels will not turn these 
operators around. They will either close stores or go 
bankrupt. In addition, games, freight, payroll, taxes 
and other operating expenses are significantly higher 
than before the boom. 


Are arcade chains selling equipment to locations? 
Any arcade has to get rid of some of its 
equipment. We have put for sale signs on games for 
the purpose of selling to the consumer. I have never 
heard of it being a problem until one of the last trade 
shows. I don’t think any operator went out with the 
intention of selling to locations. We put a price on a 
game, and when we have a buyer, he picks up the game 
and transports it himself with no warranties. Many 
buyers are street operators. If we are aware that the 
buyer is a location owner, we attempt to point out the 
pitfalls of a location owning its own equipment. 


Are operators keeping equipment longer? Is this 
always profitable? 

I hear operators say, “The game is collecting $25 
a week.” There is a cost attached to every game. If you 
have an older game that is taking in X amount of 
dollars, it could be that those are quarters you would 
have gotten anyway in another game. But you could 
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Tom McAuliffe stands by a map designating Time-Out Family Amusement Center locations. 


actually be losing money in the maintenance and 
expenses attached to that game. Operators must look 
at all costs associated with a game in order to make 
that most profitable decision. 


What do you see for the future of the industry and 
arcades? 

Those businesses that are left in the industry are 
dependent upon the manufacturers keeping up with 
and making the most of technological innovation. 

Arcades are responsible for introducing the mass 
market consumer to the computer revolution. The 
innovation of laser technology has a long way to go. 
Manufacturers must develop innovative applications 
for this technology as it relates to video games and not 
just apply the new technology to the old concepts of 
mazes and space. That repetition in design con- 
tributed to public boredom. 

The major manufacturers have finally seen the 
light as far as conversions are concerned. Again, the 
market was there, and people moved to fill it. The 
operator, who was desperate for a means to extend the 
useful life of his equipment, bought kits, and the 
major manufacturers tried to stem the tide by suing 
everyone. They realized they couldn’t ignore the 
operators any longer. 

The economics of today’s industry did not permit 
a large number of manufacturers the luxury of huge 
overheads of research and development, plants, and 
equipment with a smaller customer base. We are 
already seeing fewer manufacturers, more licensing of 
product, more conversions, and much more 
communication between the manufacturer and the 
end user, the operator. All of these lessons learned 
will inure to the benefit of the industry in the future. 
When we return to that uniqueness that initially 
attracted public popularity, we will be back on track 
again. e 
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ts incomprehensible that an 
industry has forgotten so much, 
so soon. My problem stems from 
the fact that the warning signs are 
clear for any who would take the 
time to look. I see a business plagued 
by internal strife and weak market 
conditions that show no sign of 
abating. Unfortunately, things 
arent going to get better, and they 
even run the risk of becoming worse 
due to the prevailing apathy. 
What I'm referring to is the 
inevitable cycle, “election year syn- 
drome,” which I’ve witnessed three 
times since I’ve become an observer 
and participant in the coin-op indus- 
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try beginning in 1974. Every four 
years there are overzealous politi- , 
cians looking for an easy way to 
make headlines. And all too often, a 
surefire target has been the coin- 
machine industry. The coin-op 
industry is still plagued by events 
which exaggerate issues. The indus- 
try 1s an easy target for a headline 
hungry politican. 

An all too perfect case in point 
was the recent jockeying to close an 
illegal operation in New York City. 
Here's a review of the situation from 
the January 6 New York Times: City 
officials said they had tried for more 
than two years to close an unlicensed 


East Side arcade where a high school 
senior was recently beaten to death. 
Then, less than four days after the 
death, the arcade was locked 
(apparently by its owners), and 
neighbors said they saw machines 
loaded into a truck. 

Officials first tried to close the 
arcade (registered under the corpo- 
rate name of March Toys Inc.) in 
1981, charging it was unlicensed and 
it violated zoning provisions. 
However, the arcade’s owners 
fought the city in court, contending 
the business was a showroom where 
patrons’ money went toward the 
eventual leasing or purchasing of 
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games. 

It's these kinds of circumstances 
that mar the industry in its attempt 
to gain respectability. In fact, you 
have no idea how neatly this fits into 
preconceptions so many people hold 
regarding the coin-op industry— 
carpetbaggers looking to make a 
buck at any cost, with no vested 
interest or compassion for the com- 
munity. And how can you argue 
against this belief when events such 
as these occur? 

Here was a chance for local trade 
associations to regulate themselves 
and show concern for neighbor- 
hoods and municipalities. Instead, 
the issue was left to a questionable 
operator and his legal counsel to 
make a mockery of the law. The 
industry is a prime enterprise to 
attack. It can’t sustain a long fight on 
the local or national level. 


Hurt the honest 

The result, unfortunately, was 
tragic, and it cast a pall over the 
coin-machine industry and it hurt 
the honorability and integrity of 
those who make their living by the 
letter of the law. 

Remember the fleeting fame and 
national prominence that a con- 
cerned mother, Ronnie Lamm, re- 
ceived in her crusade against video 
games? Although we might laugh in 
retrospect, realize that the general 
public is far less enamored and 
enchanted with the games compared 
to what they once were. 

The proliferation of games in 
almost any store or business, not to 
mention the legitimate fun centers 
and arcades, is enough to send 
shivers up the backs of most 
parents. Coin-op games have never 
been welcomed in any municipality, 
town, or city. They're grudgingly 
tolerated as a necessary evil in much 
the same way that we allow peep 
shows and X-rated adult entertain- 
ment to exist. It's a sorry statement, 
but it’s true and I feel that most of 
you realize this. 

And understand that I’m _ not 
suggesting that these naysayers 
have any solid ground to stand upon. 
But they do exist and the industry 
cant ignore them hoping they'll 
dissipate and go away. That was the 
position taken during the 30s and 
all too frequently since then. 

The problem is that video has 
gained celebrity status. It has become 
difficult, if not impossible, for the 
industry to take a low profile posi- 
tion when events happen that might 


tarnish it. 

Take the issue of gray area games 
and the jockeying going on to get 
this equipment a greater latitude in 
the public’s eye. The games are not 
hazardous or even life-threatening, 
but there must be a strong demar- 
cation separating them from the 
conventional amusement games. 
Once we blend the boundaries, we 
run the risk of repercussions that 
can harm both categories of enter- 
tainment. 


Touchy issue 

And I know how highly charged 
this entire situation ts, both within 
and outside the industry. Very few 
have taken a solid position on how 
there might be regulations or guide- 
lines for the operation of these 
games vis-a-vis novelty equipment. 
Just look at the recent fiasco in New 
York City (Play Meter, February 1, 
p. 47) where the attorney general 
caught some individuals trying to 
push these games in a standard 
location. It’s all unnecessary, espe- 
cially given the tenuous nature of 
the business and its attempt to 
regain prominence in the market- 
place. 

Admittedly, I’m not naive enough 
to think that a few editorials can 
dissuade individuals from doin 
what they want to do. In fact, in 
many ways I’ve become more cynical 
of what can even be done on the 
basis of the industry’s own inertia. 
All I see is ineffectiveness on every 
level that results in a great deal of 
frustration because it seems so 
obvious as to what the problems are 
and how they might be solved with- 
out outside intervention. But I know 
this is just a quixotic dream that’s 
doomed to failure given the overall 
condition of the business. 

I've been around for too long to 
think any differently. Throughout 
the decade of my involvement, I’ve 
seen too many battles lost for lack of 
simple replies and actions. And | 
know that things don’t change over- 
night—sometimes don’t change at 
all, except out of desperation. That 
motivating factor of desperation 
will one day arise and there won't be 
any second thoughts as to what must 
be done. The reason is that the 
future of the industry will hang in 
the balance, and there will be no 
other alternatives. 

In many ways, the industry is 
doomed to follow this path by the 
sheer weight of the insensitivity of 
those who make decisions. And 
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rather than risk that my discussion 
be seen as counterproductive in 
terms of its intent, I want to admit 
that I’m not attacking gray area 
games as a category. I think that the 
many variations of card-type video 
games are great. 

The problem I have is when these 
games infiltrate regular amusement 
locations, whether they be family 
fun centers or the local candy store. 
They should be specifically restricted 
to adult audience operations— 
where legal—and if the laws say 
there can’t be a payout in cash, then 
those operators should adhere to the 
rules. It's not worth the risk to do 
otherwise, yet I know that many 
people break the rules. 


Form association 

I don't know what the solution is. 
Perhaps the manufacturers of card 
video games and other variations on 
the theme can band together and 
form a separate association. This 
association would be empowered to 
lobby for variances in the laws 
nationwide to ease restraints and to 
do so without jeopardizing existing 
amusement game operators. 

The issue, to reiterate, is to 
segregate the pure novelty amuse- 


ment coin-op games from _ those 
which might be construed as having 
the ability to directly, or indirectly, 
promote gambling. Although this 
isnt the only problem which lies 
ahead. The other problem is general 
Operating conditions in locations 
nationwide and their need to foster a 
better image for the industry. 
What coin-op must recognize is 
that it can't fall into the trap of not 
policing itself. You can’t give the 
naysayers ammunition for their 
crusade. And all I’m suggesting is 
that state and national associations 
take a closer look at what guidelines 
can be enforced for game rooms 
with more than 10 to 15 pieces. 
Maybe there could be general 
rules regarding business during 
school hours for places situated near 
a grammar school, junior high, or 
high school. Coin-op people should 
follow community standards instead 


of going against the consensus. If an 
arcade is an illegal location, then the 
industry should be there first to put 
a stop to business, before politicians 
or a community can step in. If there 
is something not entirely kosher 
going on ina particular location, the 
industry should take control and 
keep it inside rather than having the 
public become aware of it. 

Obviously, there’s more that can 
and should be done if the coin-op 
industry is to catch up with the times 
and be taken seriously by the outside 
world. I firmly believe that not only 
are the solutions close at hand, but 
that they’re practical and easily 
managed. 

It's about time something is done 
internally concerning the business 
practices of this industry. And from 
where I sit, the opportunity that 
exists now couldn't be better to 
create a positive impact in a world 
that teeters on the brink of an all out 
escalation against arcade games. If 
not, we get to wait and see how 
events will unfold in coming 
months and then pick up the pieces 
to start over again. Any way you look 
at it, it's a helluva way to do business. 
Why not change it and finally breathe 
a little easier in the process? e 
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ANOTHER HIT 

1.C.E., the maker of CHEXX, a proven 
success, does it again with FIRE ESCAPE,” 
an electro-mechanical diversion from the 
“heat” of video doldrums. 


UNBELIEVABLE PRICE 


At a time when prices are skyrocketing, 
FIRE ESCAPE™ takes you down to an from 
affordable exit from financial disaster. It’s 
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SOMETHING DIFFERENT 
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LEGAL HINTS 


Protect Yourself 
When a Location’s Ownership Changes 


By Harold |. Gould and Laurence D. Merritt 


Your best location has been 
making a good deal of money for 
many years. You have a substantial 
investment in equipment there, and 
you have consistently provided 
excellent service. Continuing high 
profits for you from this location 
seem assured. Suddenly, you find out 
that the business is being sold. 

The new owner plans to take over 
very soon. 

Have you lost the location? Can 
others compete with you for the 
business of the new owner? This 
month we will discuss an operator’s 
remedies when the ownership of a 
location changes hands. 

If you merely have an oral agree- 
ment, don’t count on anything. For 
all practical purposes, the location is 
up for grabs. At best, you may be 
able to keep the location by 
renegotiating with the new owner. 
However, that might cost you. 

One reason we insist upon written 
contracts is because they should pro- 
vide you with the right to continue 


doing business at a location although 
its ownership changes. The written 
agreements we furnish our clients 
require the location to get the new 
owner to assume the existing agree- 
ment. Such a provision is tremen- 
dously important because of what is 
known as Division Six of the Uni- 
form Commercial Code. These are 
laws that deal with the sales of busi- 
nesses. (They are not quite the same 
in all states. Speak to your local 
attorney about how they work in 
your state.) 


Purpose of escrow 

Most states have laws that require 
the transfer of ownership of a busi- 
ness to take place through an 
escrow. The monies to be paid to the 
seller are usually held in escrow for 
awhile before being paid to the 
seller. One purpose for this is to 
protect creditors of the seller. If you 
have a written location agreement, 
you are a creditor of the seller. If you 
do not have a written agreement, 


the odds are that you are not a 
creditor. 

When a business is sold, most 
states also have laws which require 
the giving of some type of notice to 
creditors. In some states, the notice 
may be simply a small advertisement 
in a legal newspaper. That would be 
something you wouldn’t often see. 
Other states require that the seller 
actually send you a letter by regis- 
tered or certified mail. No matter 
how the laws work in your state, 
there are ways of finding out whena 
location is selling. 

Again, we recommend that you 
ask your local lawyer about this. 

Once you find out that a location 
is selling, you must give the escrow 
your written creditor's claim. There 
is usually a time limit for this, so 
don't wait. To give yourself extra 
protection, you should also have the 
escrow give you a receipt for your 
claim. 

The type of claims we prepare for 
our clients require that the buyer 
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assume the existing location agree- 
ment or, alternatively, that a portion 
of the money which was supposed to 
have been paid to the seller be paid 
to the operator instead, as damages. 
These damages amount to what you 
could reasonably assume you would 
take in during the remaining term of 
the contract. 

This generally gets the seller on 
your side. After he convinces the 
buyer to sign the assumption agree- 
ment, you can continue to do busi- 
ness at the location under the same 
terms and for the remaining time 
set forth in the original agreement. 


Lawsuits 

Occasionally, the buyer will refuse 
to assume and the location rejects 
your claim. In that event, you are 
generally provided by law with a 
certain number of days (for example, 
21) within which to go to court and 
obtain an order to hold up in escrow 
the amount of your money claim. 
You have a lawsuit against the seller 
for his having breached the location 
agreement by failing to obtain the 
buyer’s assumption. If you win your 
lawsuit, you then havea ready source 
from which to collect some or all of 
your damages—the escrow. 

In most instances, we have found 
that the seller will want to settle 
with you right after the lawsuit 
begins. This type of settlement 1s 
usually quite profitable for the 
operator. 

Your locations are valuable assets. 
By taking the steps described in this 
article, you can be fairly sure that the 
location will remain a valuable asset 
although its ownership may snes 
hands. 


The law firm of Gould & Merritt 
is located at 1888 Century Park East, 
6th Floor, Los Angeles, California 
90067. Telephone: 213/552-9364. 
Mr. Gould has served as a Judge Pro 
Tem of both the Los Angeles and 
the Beverly Hills Municipal Courts. 

Mr. Merritt has served as a Court 
Mediator for and on the Panel of 
Arbitrators of the Los Angeles 
Superior Court. 

If you have any legal problems or 
questions about your business, 
please contact Gould & Merritt. 
They will respond to you directly. 
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$59 PER THOUSAND DELIVERED 
wy 25 DELUXE TOYS IN EQUAL MIX 
+ MULTICOLOR, SNAP-LOCK SHELLS 
xx ACCURATE COUNT OF FILLED EGGS 
wx FAST & FRIENDLY SERVICE 


CALL US COLLECT TODAY! 


Sa die i> db i> ib ab ab aie ab ae ae ae ae ae ae ee et 


CLIP THIS COUPON: 
M$, & SEND FOR FREE : 
“NEST OF EGGS” : 


LIMIT 1 SAMPLE OFFER PER CUSTOMER 
> > ab ae de ae ae ae ae ae ae ae ae ae ae ae ae ae ae ee a ee ae ee ae ee 


INNOVATIVE INDUSTRIES, INC. 
Highway 71A South 
Carthage, Missouri 64836 
(417) 358-6891 


+ + + + +H HH 


Deibatrato. Co. 


For 31 years The Dependabie Supplier to the Coin ng industry, 
with Quality Parts and Supplies at the Lowest Possible Prices. For. . - 


e VIDEO ...¢ INTEGRATED CIRCUITS ... e PHONOGRAPH 
e AMUSEMENT GAMES ... e SOCCER & POOL TABLES 
e ELECTRONIC SUPPLIES ...¢ VENDING MACHINES 


“We Guarantee Satisfactory Service” 
PARTS CATALOG AVAILABLE UPON REQUEST. 


PARTS DIVISION . .. 1040 Boulevard S.E. 
Atlanta, Georgia 30312 


Phone 404-622-4401 


Toll Free Phone.. 


1-800-241-1346 (except in Georgia) 


FRANK’S | 
CRANKS 


By 


Seninsky 


Frank “The Crank’ 


Make more money with ‘Chexx’ 


During the last three weeks, 
Alpha-Omega sold off its excess 
Pole Position games to generate 
enough cash to purchase Spy Hun- 
ters. Although the Pole Positions 
are still doing quite well, they've 
been on the route for close to a year 
and a half and the route needs new 
blood. 

Pole Position Il, after a few 
months on location, is doing only 
slightly better than my Pole Posi- 
tions. Many players don’t realize 
that there are four tracks available 
on Pole Position 2. With the Pole 
Postions gone, I think they will 
soon realize this. 

Alpha-Omega also sold off its 
Dragon’s Lairs and used the money 
to purchase Space Aces. (Cinema- 
tronics recently reduced the price of 
Space Ace. Thank you Cinema- 
tronics.) After seeing Taito’s 10 
Yard Fight, we feel it is a winner 
and ordered 15 immediately. That 
hunch has paid off; the game is 
excellent. Crossbow is also doing 
great. 

Other orders I am awaiting are 
Major Havoc kits, Time Pilot 84 
kits, and Mr. Do!’s Wild Ride. We 
have plenty of Tim Star kits but ran 
into a snag because there aren't any 
Jungle Kings or Hunts left because 
they are all Elevator Actions. They 
are doing so well that Tim Star will 
just have to wait unless operators 
can figure a way to retrofit the kit 
into another game. 

The following letter is the reason 
why I keep writing the “Cranks” 
column: 

“Dear Frank, Your tip on speed- 
ing up Pac-Man was worth all my 
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subscriptions to Play Meter by itself! 
Keep it up! I would appreciate some 
tips on other such ideas to change 
(mot necessarily to convert) old 
games. Also, could you maybe list 
some conversions that can work in 
games other than originally intended 
(like the tip on Jr. Pac-Man working 
on Galaxian)? The tip about Sega’s 
replacement by Wico fitting into 
Defender, Missile Command, etc., 
helped me a lot. We rural street 
Operators need help like yours. 
Thanks.” Dick Huddleston, Siler 
Music & Vending Co., Wewoka, 
Oklahoma. 

I checked with Bally on these tips, 
and it surprised me with a negative 
reaction. I can't believe that it would 
be upset to see Pac-Man and Ms. 
Pac-Man games stay on location 
(and perhaps even move up the 
charts) because of a simple modifi- 
cation. Besides, if the operators can 
make more money (or save it by 
using a worthless Galaxian), they 
will have more money and maybe 
even use it to purchase Spy Hunters 
and or Jr. Pac-Man kits. | know that’s 
how it worked out for Alpha. 


Switch Red and Green after cutting 


to look like this 


My advice to Bally (as well as to all 
manufacturers) is: Take some time 
and effort to help make the operator 
stronger. He'll reward you by pur- 
chasing new equipment. 


Service Tips 

Chexx—Even with all the recent 
modifications, the game still takes a 
beating. One operator bolted the 
game to the floor using four L- 
brackets and experienced a 60 per- 
cent drop in service calls which 
resulted in a 50 percent increase in 
collections. It’s not important that ] 
check out these numbers, but I can 
guarantee that if you bolt down the 
game, you will make more money. 
Do it! 

Eliminating air bubbles when 
putting on decals—Dale Bushong of 
All Star Amusements, Glenwood, 
Illinois, suggests poking a small hole 
in each air bubble with a pin and 
then smoothing the bubbles out by 
rubbing toward the outside peri- 
meter of the decal. Also apply a 
coating of urethane around the 
outside edges of decals. This seals 
the edges and makes it difficult for 
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pests to peel them off. 

One color missing on any color 
video game, for example, no red—I 
did this one a year ago, but Ed 
Ranalli, of Alpha-Omega Amuse- 
ments, does a better job. The pro- 
blem is how to decide if the monitor 
is at fault or the logic board ts the 
culprit. 

Solution: 

Step 1: Identify the red, green, 
and blue color-coded wires leading 
to the monitor. There will usually be 
a white and black wire with this 
group also. These wires represent: 

red—red signal 

green—green signal 
blue—blue signal 
white—sync 
black—ground 

They are usually color-coded this 
way. To be sure, please check the 
schematic (some game manufac- 
turers are known to be color blind). 

Step 2: Make sure the game ts 
powered down (off). Cut the red and 
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green wires (at a point between the 
logic and monitor) and switch them 
making sure that the red from the 


By bolting Chexx 
to the floor, 
one operator 

increased collections 
by 50 percent. 


logic board connects to the green 
going to the monitor and the green 
from the logic board connects to the 
red going to the monitor. 


AYE BE a HB 


“Frank’s Cranks” Service Tips 


Company 


a 


Return to Frank “The Crank” Seninsky, Alpha-Omega Amusement Inc., 
3 Coral Street, Edison, New Jersey 08837. 


diate ft a a 4 dat 


Step 3: Power the game back up 
and observe the screen. If the red is 
still missing, your monitor is at 
fault. If the red is now present and 
green is missing, then your logic 
board (or possibly your edge 
connector or wiring harness) 1s at 
fault. 

Note: In the example on the pre- 
vious page, red is missing on the 
screen. If another color is missing, 
make sure you switch it with a color 
that IS present. If the missing color 
then appears, then you have logic or 
wiring problems. Otherwise, the 
monitor is at fault. This should save 
you time in knowing which compo- 
nent needs to be brought back to the 
shop. 

You can reach me with your tips 
and comments at Alpha-Omega 
Amusements & Sales, 3 Coral Street, 
Edison, New Jersey 08837. Tele- 
phone: 201/738-1800. Keep those 
tips coming! 

As always...keep cranking! e 


Sta 
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Frank Seninsky and Play Meter are sponsoring a contest to find the best service tips for our readers. 


Each review will feature the two top service tips received. From the 40 chosen during the year, the 
authors of the best three responses (most helpful and most ingenious) will receive a free one-year 
subscription to Play Meter magazine. 
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Technical Topics 


MOS/FET-J/FET CIRCUIT DESIGN 


Lesson 2: Metal-Oxide-Semiconductor 
Field Effect Transistor 


(MOSFET) 


PROGRAMMED TEST 


Editor's Note: The material below is a serialization of the Kurz Kasch correspondence course for electronics, 
designed specifically for the coin-operated amusernent industry. This course is copyrighted and owned by Kurz 
Kasch of Dayton, Ohio, and its reprinting is being sponsored jointly by Kurz Kasch and Play Meter magazine. This 
material is authorized for publication exélusively in Play Meter magazine. 


INSTRUCTIONS: The purpose of this test is to guide you step-by-step thru actual! circuit design problems. 
Also, many of these tests will provide you with additional design technique. Most important, these tests will provide 
you with a gauge to establish your degree of understanding of the materia! covered in the text. The test is programmed. 
Start at block one and then follow the numbered instruction associated with your answer. 


] 


Current will flow between the drain and the source of an 
enhancement mode MOSFET only if 


a Vgs =O GO TO BLOCK 28 

b. Ves < Vp GO TOBLOCK 9 

Cc. V6s > Va GOTO BLOCK 33 
YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 32. 


3 


YOU ARE CORRECT! 

The device shown in the figure to the right is a 
a. JFET GO TO BLOCK 34 
b. Enhancement mode MOSFET GOTO BLOCK 24 


c. Enhancement/depletion mode 
MOSFET GO TO BLOCK 19 


4 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 15. 
64 


5 


YOU ARE CORRECT! 


A p-channel enhancement mode MOSFET has a substrate 
made of 


GO TC BLOCK 35 
GO TO BLOCK 26 
GO TO BLOCK 14 


a. n-material 
b. p-material 
c. Neither of the above 


6 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 13. 


7 


YOU ARE iNCORRECT! 


Refer to the text and return to BLOCK 33. 


3) 


YOU ARE CORRECT! 


You have completed the test for Lesson Two. However; 
before starting Lesson Three, think about any areas of this 
lesson you may wish to review. Only when you feel confident 
about your understanding of the material covered, should 
you proceed! 
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9 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 1. 


10 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 32. 


i 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 30. 


}2 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 20. 


YOU ARE CORRECT! 
The drain current in an n-channel enhancement/depletion 


mode MOSFET increases as Vg 5 goes more positive because 


a. The channel inverts GO TOBLOCK 6 


b. The region under the channel 
inverts GO TO BLOCK 30 
c. Neither of the above GO TO BLOCK 23 


14 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 5. 


Fe) 


YOU ARE CORRECT! 


The metal contact of a MOSFET is the 


a. Gate GO TO BLOCK 32 

b. Drain GOTOBLOCK 4 

c. Source GO TO BLOCK 21 
YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 24. 


17 


YOU ARE CORRECT! 
PLAY METER, May 15, 1984 


For an enhancement/depletion mode MOSFET, the value of 
Ip ss is measured at 


a. Vgs =O GOTOBLOCK 8 

b. V6s * Vru GO TO BLOCK 36 

c. Ves =-10V GO TO BLOCK 29 
YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 30. 


19 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 3. 


20 


YOU ARE CORRECT! 


An enhancement mode MOSFET operates on the principle of 
substrate 


GO TO BLOCK 12 
GO TOBLOCK 3 
GO TO BLOCK 37 


a. Conversion 
b. Inversion 
c. Diversion 


2) 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 15. 


22 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 335. 


23 
YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 13. 


24 


YOU ARE CORRECT! 


For an enhancement mode MOSFET, the drain current, 
lp, as the gate-source voltage, Vg 5, increases. 


GO TO BLOCK 13 
GO TO BLOCK 31 
GO TO BLOCK 16 


a. Increases 
b. Remains the same 
c. Decreases 


25 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 33. 
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26 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 5. 


27 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 35. 


28 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 1. 


29 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 17. 


30 


YOU ARE CORRECT! 
A MOSFET device is useful in circuits where a 


a. Low input impedance is 
required GO TO BLOCK 177 
b. Linear gate transfer 
characteristic curve is desired 
c. High input impedance is 
required 3O TOBLOCK 5 


GO TO BLOCK 18 


3] 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 24. 


32 


YOU ARE CORRECT! 


For a p-channel enhancement mode MOSFET, if the source is 
made more negative with respect to the gate, the drain 
current will 


GOTO BLOCK -2 
GO TO BLOCK 17 
GO TO BLOCK 10 


a. /ncrease 
b. Decrease 
c. Remain the same 


33 


YOU ARE CORRECT! 


The term MOS denotes 


GO TOBLOCK 7 
GO TO BLOCK 25 
GO TO BLOCK 20 


a. Metal-on-silver 
b. Metal-over-sapphire 
c. Metal-oxide-semiconductor 


34 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 3. 


35 


YOU ARE CORRECT! 


A p-channel enhancement/depletion mode MOSFET has a 
substrate made of 


GO TO BLOCK 27 
GO TO BLOCK 15 
GO TO BLOCK 22 


a. p-material 
b. n-material 
c. Neither of the above 


36 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 17. 


37 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 20. 


The Hidden Arcade 


“Our location is not the greatest, but it was the best we could do in the shopping center. We are 
sort of ‘around back’ from the mainstream of activity. 


“We had discount coupons printed as a grand opening promotion, with a map drawn on the 
back of the coupons, so that everyone could find us. 


“Now everyone knows where we are, and we are very busy most of the time. We really like our 
location now, and we wouldn't move into the main mall area, even at the same rent.” 


Reprint from “Notes & Quotes” 


SSS 


66 


PLAY METER, May 15, 1984 


Fiery frenzy 


Innovative Concepts in Enter- 
tainment Inc. (ICE), maker of 
Chexx, introduced its new product, 
Fire Escape, at the recent AOE show 
in Chicago. 

Fire Escape is an electromechan- 
ical game in an upright video-styled 
cabinet. The player must race down 
the fire escape by maneuvering a 
ball down a set of movable steel bars 
to get out of the burning building. 
He can jump to the safety of the 
bird’s nest or can save valuable time 
by sliding down the drainage pipe. 
Then, the player can help put out 
the fire. Speed, nerves, and skill 
make the player a fire chief. 

Fire Escape features electronic 
scoring and realistic sound effects, 
and is suitable for arcade and street 
locations. 
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Mini fun 
games 


Lou Pavloff Associates, based in 
San Marcos, California, has been 
appointed exclusive importer and 
distributor of products from Bonanza 
Enterprises of Yokohama, Japan. 

Heading the list of products now 
being marketed by Lou Pavloff 
Associates (LPA) is the Mznz-Boy 7 
countertop amusement only game 
from Bonanza. Mini-Boy 7 offers 
seven different games on a single 
board. Featuring graphics on a 14” 
monitor, the game has options, 
including an 88-character message 
that runs across the screen when the 
game is in its attract mode. Mes- 
sages can be changed whenever 
desired. 

In addition to the Mzmi-Boy 7 untt, 
LPA and Bonanza offer two new 
countertop games: the Super Mini 
Boy, a 4-in-l1 game with a 6” 
monitor in a reduced cabinet, and 
Mr. Computer, a video card game 
that pits the player against the 
machine, allowing for raises, 
bluffing, and discarding. Both 
models will be available in the U.S. 
market shortly, as well as complete 
kits for Mznz-Boy 7. 

Spare boards, board repairs, and 
essential parts are also being offered 
from the California facility. 


MONROE 
HARDENED 
STEEL 
JOYSTICK 


1 YEAR GUARANTEE 


e New Built-in, Reversible, 2-Step 
Activator. Change from 4-way to 
8-way without additional parts 


e SPECIAL ‘‘Pop Proof’ C-Ring 
Safety Chamber 


e 15,” Plastic Ball PERMANENTLY 
Attached to Shaft 


e Ball-Bearing Principle 


e Heavy duty Leaf Switches with 
Gold Flashed, Contact Points 


e Extremely Accurate 
e ALL Parts Guaranteed 


e Hardened Steel, It Will Outlast 
Any Joystick on the Market 


CONTACT YOUR 
LOCAL DISTRIBUTOR 


MONROE ELECTRONICS CO. 


355 DENTON AVE. NEW HYDE PARK, N.Y. 10040 


516-248-8911 


Step right up 


The Circus is one of six puppet 
shows available from the O-Sun 
Company of Thiensville, Wisconsin. 
Each show is handcrafted and 
painted and comes with the option 
of replaceable shows. 

The Circus features an elephant 
with moving feet, a clown juggling 
balls, dogs on a teeter-totter, and a 
ringmaster who bows to the public. 
Each character is handmade, and the 
backdrop is hand painted. 

The machine comes witha curtain 
which hides the show until the quar- 
ter is dropped in, and each show fea- 
tures its OWN continuous music 
relating to the show’s theme. 

Other shows available are the 
Magic Show, Santa’s Workshop, 
Underwater Adventure, Nursery 
Rhymes, and the Easter Bunny. 
Each show can be replaced by 
another show within 15 minutes, 
said Richard O’Malley, company 
president.Custom-made shows are 
also available, and each show is 
signed, numbered, and dated. 


HEATED @UEEENAL 
Pit | 


The spy business may never 
recover from the antics of Agent X 
in Cloak & Dagger, a conversion 
game from Atari. The conversion 
kit allows operators to change these 
Williams’ games: Defender, Star- 
gate, Robotron: 2084, and Joust. 

Cloak G Dagger’s Agent X is ona 
secret mission to retrieve stolen 
plans and destroy dastardly Dr. 
Boom’s subterranean bomb factory. 
The masked hero descends floor-by- 
floor to the depths of Dr. Boom’s lab 
in a special elevator. 

As Agent X exits from the 
elevator, he must make his way 
quickly—but carefully—across the 
screen to another elevator on the 
other side. Each floor presents him 
with a configuration of conveyor 
belts moving green unarmed explo- 
sives which he can pick up to earn 
points and red armed explosives 
that prove deadly on contact. 

At the center of the screen, a giant 
bomb ticks down the game seconds 
for each level. Agent X can light the 
fuse in a rush for bonus points but 
must be able to escape into the ele- 
vator before the bomb ignites. 

Once Agent X reaches Dr. 
Boom’s lab, he must retrieve the 
Top Secret Plans which are sur- 
rounded by an electrical arc and 
guarded by super robots. Plans in 
hand, he must work his way back up 
through the levels. 

The Cloak & Dagger kit is avail- 
able 1n two forms and includes the 
game printed circuit boards, control 
mechanisms, graphic materials, and 
instruction manual. The first kit can 
be used to retrofit Defender with the 
RF cage mounted to the inside of the 
cabinet. The second kit can be used 
for conversion of Stargate, Robo- 
tron 2084, and Joust with the RF 
cage mounted to the back door. 
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GLASSIFIED 
ADVERTISING 


BOARD 
REPAIR 


Foreign & Domestic 
Reliable Service 


Y.C. Engineering 
615/793-9142 


Telex: 53-4623 


| LOUISE’S HARNESS SHOP. 
Rt. 3, Box 72 
Prattville, AL 36067 
Harnesses prepared for 
ALL VIDEO GAMES 


Prices start at $15.00 
Write or Call 


205/365-1841 


$5.50 os 
CONTROL PANEL (n> 
FLIP-OVER ASHTRAY 


Your phone call any Monday will give 
you one free A-1 Cup Holder with an 
order of five (5) or more Ash Trays! 


A-1 PRODUCTS CO. 
333 N. Queen St., Kinston, NC 28501 


919/527-8241 


COMMISSIONED 
SALES REPS 


TECH VEND MARKETING, NORCROSS, GA. 


Represent an established manufacturer of electronic coin- 
operated health vending equipment. Introducing the new 
“DATA CARE 1000” Blood Pressure and Heart Rate 
Computer. High commission rate with protected territories 
available. Qualified leads generated by manufacturer 
through national media advertising and direct mail. Only 
experienced, self-starter salespeople with desire to suc- 
ceed need apply. 


CONTACT: Mr. Gary C. Wilmoth, V.P. Sales 
TECH VEND MARKETING 
6040 Dawson Blvd. 

Suite C-D 

Norcross, GA 30093 
1-800-554-4325 
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GAME EXCHANGE/SOUTHEAST, INC. COLORADO GAME EXCHANGE 
1701-C Spring St. 1537 W. Alameda Ave., Denver CO 80223 
Smyrna, GA 30080 in Denver 303/777-3500 
in GA 404/435-0802 in CO 800/421-5987 
outside GA 800/241-1877 outside CO 800/525-2703 


Dragon's Lair - $1995 @ Ms. Pac-Man - $895 @ Q’Bert - $1095 


KITS @ KITS @ KITS! 
Mega Zone @ Nova 2001 @ Mr. Dol’s Wild Ride © Time Pilot '84 
Gyruss ® Champion Baseball @ Mr. Dol!’s Castle 


POKER MACHINES — New & Used, Countertop & Upright 


All this plus much, much more! Hundreds of new & used games in stock! Quantity 
is limited, call for our latest prices and inventory. Both offices open on Saturdays. 


Do you want to receive our Company 


latest preferred customer 
specials? Fill out and mail in 
coupon to either office. 


Person in charge 

Address 

CY ees SIRIE 
Phone # ( ) 


Zip 
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.900 TOKENS .05¢ EACH S EUUUU EEUU UU Ene Sn Eeenmeeneepeemeenaeeeeeeneempememeeeeneeees sittin 
22,000. Call Ken at 303/848-2578. GAMETECNIK—“CHANGEMATE” GAME DESIGNER: Full or Freelance 
—  O0 oe — Talking coin/token changer. Accepts $1-5- Design firm seeks game designers/ developers 

os 20’s. Purchased new in 1983 — Used for for multi-player electronic games. Must be ex- 
M.A.C.H. 3 S/D in excellent condition approximately 8 months. $1800. Call904/ _perienced in developing ideas from initial con- 
with Midway overhead monitor. Sacri- 4-0142. cept through final production package. Compu- 
fice. 206/564-7892. ee fey programmire si 6 an aseet, Gt nor ecsen 


tial. Send resume’ to : Brent Nosworthy, 


EDWIN SCHLOSSBERG INC., 20 W. 20th 
St., New York, NY 10011. 
GUARANTEES TO DOUBLE YOUR COLLECTIONS 
OR YOUR MONEY BACK! 


U SSS SSS 


WANTED 


Namco Shoot Away & 
Sweet Licks 
Nintendo Wild Gunman & 
Shooting Trainer 
Taylor Mfg. Mr. Top Gun 
nd/or relating parts & 

equipment 


f 
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only $65.00 each 
Quick & Easy 
On-Site Installation 


For more information on how ZOOM POWER 
doubles collections on any maze game call: 


1 800/641-4645 


Bruce Amusement Corp. 
532 New Brunswick Ave. 


ZOOM ¥4 POWER 

4 201/738-7171 4 
600 Clover St, Los Angeles , CA 90031 213/225-1 340 Ze nnn aan ng ) 
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ROUTE CLEARANCE SALE 


DLAC. DO oc cee. ses $3250 
Dregons Lair......... 2250 
Ms. Pac-Man ......... 875 
ee 575 
Big NG... ee: 475 
Centipede ......-..... 695 


PAC MAN PLUS KITS MIDWAY 
MANUFACTURED $75.00 
** 3) DAY WARRANTY ** 


B & B VENDING 
1560 Edison St., Dallas, TX 75207 
214/747-0041 


OFFICES IN: Dallas; Midland/Odessa 
Amarillo and El Paso 
MTTTTTTTITIT EPL 


For Sale — Amusement Company 
Over 2400 games, large profits to retiring 
owner. Dominant in growing market with 
excellent locations. Trained service and 
route staff remain. Financing available to 
qualified buyer. 

Jim Whiting — Virginia Business Exchange 
Box 1459, Richmond, Virginia 23212 
804/643-2400 


orthern California’s 


VIDEO CONNECTION 

LOWEST PRICES ON: 
— Conversion Kits/Boards — 
Mr. Do!’s Castle & Wild Ride ¢ Nova 2001 
— New & Used Games — 
Ms. Pac-Man(ct) $1395 @ Galaga(ur) $1295 
Gyruss (ur) $1095 

— Complete Kits — 

Donkey Kong & Donkey Kong Jr.: Cheap 

Joust $295 eP opeve $ 195 (includes power supply) 


— Kits Include — 
PC Board, Header, Control Panel & Front Plex 


BUY ¢ SELL ¢ TRADE 
-5189 


LEARN TO REPAIR 


e Video Game Boards 
e Power Supplies 

e And Monitors 

IN YOUR OWN HOME!! 


Our complete Analog and Digital 
Course is taught on ten (10) video 
tapes (approximately 30 hours) 
“100% Satisfaction Guaranteed” 
For More Information, Call: 


800/221-0834 
tin NY State) 212/377-0369 


or write: Electronic Institute 
of Brooklyn 
4801 Avenue N (corner E. 48th St.) 
Brooklyn, NY 11234 
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IF YOU OWN A 


DEFENDER ¢ STARGATE 
JOUST ¢ ROBOTRON 
BERZERK or ZAXXON 


YOU SHOULD CONVERT TO: 


Custom Made Kit 
CHAMPION BASEBALL 


$§9 599 oupLere 


ABSOLUTELY FINEST CONVERSION KIT EVER OFFERED! 
NO TOOLS OR SPECIAL SKILLS REQUIRED! 
NO SOLDERING ... CONVERTS IN MINUTES! 


CUSTOM MADE CHAMPION BASEBALL KIT INCLUDES: 


@ Brand new custom made control panel with new joy stick 
new buttons, Champion Baseball overlay custom wired to exactly 
fit your machine ... 


@ First class wiring harness with pre-“stuffed” edge connector 
and all! plug in (molex) connections . . . 


@ Original printed circuit board guaranteed unconditionally for 
30 days... 


@ New Champion Baseball monitor plexi and new header plexi 
marquee. 


VIDEO WARE, INC. 
Los Angeles 


(213) 225-1337 
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INFINITY 1 — The Game Of A Thousand Faces! 


NEW GAMES COMPLETE $495 (F.O.B. Chicago) 
KITS — While they last! * Plus ’84 Releases 


Donkey Kong 3 
Lover Boy 
Intrepid 

Mega Zone 
Time Pilot ’84 


All laser games available from $1995, Call for current prices! 


sie 8200 PROGRAMMER 


Intelligent programing algorithm, 20 seconds 
needed only to finish 2716 copy. 

Check, Verify, Read, Write, and Modify the 
PROM/EPROM i in the programming mode. 
Examine, Alter, Move, Fill, Upload, and Down- 
load the memory contents in the data mode. 
32Kx8 dynamic RAM buffer with powerful 
memory handling capability from keyboard. 
Allows data transfer/combine/separate from 
one PROM/EPROM type and size to another 
PROM/EPROM type and size. 

One RS232 port, for linking to the computer to 
upload/download data. 

Simple to operate, over current indication, 
automatic check-write-verify sequence. 

Fully portable for field or in-plant use. 


@ One full year guarantee. 


312/280-7610 


HOFFMAN INTERNATIONAL 


600 McClurg Ct. Ste.309, Chicago, IL 60611 - Telex: 280208 Hoffmn. Int. Cgo. 


Your Old Color 
PG BOARDS 


For Export 


213/225-1337 


VIDEO WARE, INC. 
600 Clover Street 
Los Angeles, CA 90031 


VIDEOGAME TESTER 


"+5 Volts 
* 12 Volts 
~ 5 Volts 
Com 
1 Player Start 
2 Player Start 


FEATURES 


Pocket size 
Suitable for any game, central wiring, harness 
+5, —5 & 12 V led indicators 
Protection circuit built in 
Provides RGB video output signals 
to verify monitor operation 
Tone output to speaker 
e LEDS indicate switch closure 
6 month warranty 


$149.95 


802-295-5584 
TLX: 701995 


shipping via 
UPS COD 


LARRY CAPLAN SIGN CO. 


P.O. Box 218 
<<Ey Reisterstown, Maryland 21136 


Our Prices Cannot Be Beat! 


$32 500 
Plus Freight 


300 LETTERS 
STEEL STAND 
ALL LIGHT 
; BULBS 
* 100.00 DEPOSIT 


301 -833- 9941 


Without Arrow $285.00 


A-1 GAME 
ALARM 
$10 


To prevent 


|  Break-Ins 

i Your phone call and 
order for 2 or more 
on Friday will entitle 
you to a free cup 
holder. 


Ne Bae @ 919/527-8241 
333 N. Queen St., Kinston, NC 28501 


“TOO many coins 
or tokens to 
count by hand?” 


Cut Counting Time 
70% with Klopp 
Counters & Sorters 


Sort 1000 coins per minute. 
Count/wrap $1,000 
in 20 minutes or less. 
Portable, manual or electric 
rugged, no plastic, made in USA 
Full one-year warranty 
Economically priced 


— Call or write for full details —— 
“Our 53rd Year” 


KLOPP.: 


KLOPP LNTERNATIONAL, INC. 
P.O. Box 708 


Pinellas Park, Florida 33565 
(813)522-9425 
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SOLID GOLD 


SKEE BALL. Two lanes, only 5 months 
old. Excellent Condition. 602/877-8000. 


FOR SALE 
Three Mechanical Skee-Balls. Call 1 512/ 
226-6093. 


y 


COMPLETE KITS 
$195 


Super Pac-Man 
Donkey Kong 
Donkey Kong, dr. 


$145 


Space Dungeon 
Lost Tomb 


Pac-Man (ur) 
Pac-Man (mini) 
Pac-Man (ct) 


Phoenix 

Galaxian 

Defender 

$95 

Rally X (mini) Lady Bug 
Qix Spider 
Eagle Looping 

Ant Eater Stargate 


Keels Amusement 


Company, Inc. 
1930 North Irby 
Florence, SC 29501 


803/662-5531 
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ALPHA - OMEGA SALES 


Send your Boards, Monitors, and Power Supplies to 
Frank “The Crank” — He’ll Fix Them Right!! 


(We'll split the freight on all rcnd. pre-paid orders—minimum $1000) 
Air Hockey @ Chexx @ Fire Escape @ Video Jukes © Great Guns @ Spy Hunter @ Space Ace ®@ Foosball © Crossbow @ King Pine 
Track & Field @ Tapper @ Pole Position 2 ¢ Bill Changers Jukes @ Pins @ Lasers @ 10 Yard Fight @ Tin Star © Tag Team @ Punch 
Out @ Vally & United Pool Tables e Century Dartes @ Circus Charlie @ Shuffle Alleys e Boomer Rang’R ®@ Laser Cue @ Kings 
of Steel @ Jacks to Open @ “Closeouts Arrive Daily” 
—Low, Low PRICES on the Hottest Kits— We Pay the entire freight on all C.O.D. kit orders! 
Mr. Do!s Wild Ride @ Space Ace @ Time Pilot 84 eMajor Havoc © Mega Zone @ Champion Baseball 2@ Up & Downe Tin 
Star © Boomer Rang’R @ Millipede @ Mr. Do!’s Castle @ Pole Position 2 Junior Pac-Man @ Donkey Kong 3 @ Time Pilot @ 
Cloak & Dagger @ Exerion @ Mario Bros. @ Elevator Action @ Intrepid @ Nova 2001 @ Mystic Marathon e Blaster 


Greyhound 3 in 1 and 4 in 1 Mr. Do!’s Castle ($595) _ 
* NEW .984, .882 & .900 Brass Tokens — 5¢ each * 
LOWEST PRICES ON GREYHOUND VIDEO CARD GAMES — AMUSEMENT ONLY 


* Location Ready Specials - All Fully Guaranteed For 30 Days * 


Day ac an..tk . $ 895 Milipede..................... 1295 
Bump ‘n jump ................; 795 Ms. PacMan .................. 1095 GAMES $395 
Crneeds ................... 795 Pac-Man + Plus .............., 595 Bezerk, Defender, Frenzy 
ae ‘ o a ee 1495 oe abil > Oe, oe Galaxian, Gorf, Moon Cresta 
ational Cigarette ole Position ?................. : 
Machines (vcnd.)................ 795 Popeve........................ 495 Omega Race, Phoenix, Tempest 
Donkey Kong Ir. ............... 495 OBet................... 1095 Pins as is complete $150 - 175 
Donkey Kong 3 ................ 895 Ropotron...................... 595 Eight Ball Deluxe.......... call 
Dissoni li .................. 2195 Rowe bill changer 25 MC....... 1895 c-h—mUmUmrtCtrwwOC—~™OCCCdCiCzC 850 
junior Pac-Mian..............«. 1495 tk...‘ 845 Farfalla (new) 1795 
MACH. 3 (ed) ................ 2895 Star Wars (new) ................ 1495 ee 895 
M.A.C.H. 3 (Ur) «0... eee eee eee 2395 Time Pilot... .....-....-..... 895 as ll 805 
Major Havoc............-..++5. 86 feck G Field .................. 1995, oe ae Sees 
Male brs..................... 895 Too Keenér..............:..--. 895 PIVOT ee eres seen ses 395 
Rees One... 1095 
Conversion Lab , ’em! ra 
OUR REPUTATION IS eo CALL! We've got ’em! —_ Edison, NJ 08837 


- $50 


201/738-1800 


UPGRADE YOUR PAC-MAN OR MS. 
PAC-MAN! This new conversion gives play- 
ers a choice between the original game and the 
faster, more challenging EXPERT LEVEL Guar- 
PY YYYY) anteed to increase collections! Game labels and 
instructions included. Five minute installation. 
Write for free information or send $79 per kit 
to: MBN. Electronics Dept. 2,262 Courtland 


St., Painesville, Ohio 44077. (In Ohio add 5.5% 
sales tax) 


Vending & Video Owners: 
COMPUTERIZE 
“NOW” 


ALL NEW PROGRAMS 


ARCADE TRACKER II© THE ACCOUNTER©® 
FEATURES: FEATURES: 


@ Games Listing @ Monthly Reconciliation 
@ Location Report @ Automatic Ledgering 
@ Collection Report @ Monthly P & L Statement 
@ Location Data Report @ Account Graphing 
Mandatory Video Mgt. Eliminates Monthly Book- 
Control System keeping Expenses 


Call: 313/421-5609 for more information 


Documentation Disc and Sample Printouts Available 


Arcade Tracker II Accounter Both 
Documentation $ 9.95 $ 6.99 $ 13.99 
Program 99.95 59.95 139.99 


(M/C - Visa Accepted - MI residents add 4%, C.O.D. add 5%) 
O-DEES ENTERPRISES @ 33272 Hampshire, Livonia, MI 48154 
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NEW & USED GAMES FOR SALE 


LASER GAMES 
Stern/Cliff Hanger (brand new) with Goal to Go kit - $2195 Many went under last year. WE 


Midway/Astron Belt (brand new) - $1995 SURVIVED. Our net was $68,612. 
56. This snack bar and game 


USED GAMES KITS room with jukebox, bill changer, 
Gottlieb/Q*Bert and 45 top games is a working 
Midway/Ms. Pac-Man $895 business that could be made bet- 
Midway/Baby Pac-Man ...$795 ter. The outlook of the industry is 
Williams/Joust good. So is this Game Room's, 


| located in New Iberia, LA (in a 
Rowe AMI R-88 Jukebox (brand new) $2545 a. 
Root Beer Tapper & Kings of Steel Pin — call or write oe Coat lee oars 


net - $171,531.40 (negotiable). 
GAMES PEOPLE PLAY 


P.O. Box 588, 124-28 Queens Blvd., Kew Gardens, NY 11415 Send inquiries to: P.O. Box 91883 


212/457-4030 or 658-2299 Te Cee 


ARCADE FOR SALE 


SORT & COUNT 
COINS FAST 


TICKET 


DISPENSERS 
Now Available For 


VIDEO GAMES 


Kits or Components 


Coming... 


next issue 


THE SPRING 


COIN COMPACT REUSABLE 


Harber Technology BUYER'S GUIDE PACKAGER —IZ"x 12 PACKS 


NADEX plastic coin equipment and reusable 
coin packs provide today’s best value for small 
volumn coin handling. FREE. TRIAL OFFER: 
SATISFACTION GUARANTEED. Write for details. 


NADEX Industries bDept. 84005 
220 Delaware Ave., Buffalo, NY 14202 


513/772-5053 


KITS ©@ KITS @ KITS 
QUICKIT... 
CONVERSIONS MADE SIMPLE & FAST! 


® Cut your conversion kit installation time 
by as much as 75% 


@ No technical expertise needed. Almost 
anyone can do it. 


FREE QUICKIT with purchase of any of our 


conversion kits! 
Featuring...Mr. Do!’s Wild Ride @ Nova 2001 ©@ Time Pilot ‘84 © & many more! 


CONVERSION 
KITS 
and supplies 


WANTED 


USED PC BOARDS 


Only available through: CALL FOR QUOTES 
M.H. ASSOCIATES Eldorado Products Ltd. 
Fargo, ND 14816 Main Street 
1725 N. lst Ave. 1 800/VID-KITS _ InND Canada. Alaska Gardena, CA 90248 
Fargo, ND 58102 843-5487 701/237-4563 


213/516-9525 


*Patent Pending 
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USED P C BOARDS 
YOUR CHANCE BLY «SELL THADE 


Hundreds in stock! 


Pac Man Ms. Pac Man Rally X 
Amidar Phoenix Lady Bug 
To Advertise Frogger Zaxxon Kangaroo 
In The Tunnel Hunt Donkey Kong Scramble 
: Qix Defender Galaxian 
Special Upcoming Champion Baseball kits — $595 
issues (Converts Defender in 15 minutes) 


MANY MORE TO CHOOSE FROM! 
PARTS ¢ SUPPLIES ¢ SPEED-UP KITS 


J 15 — Pool Tabl 

py hae ail neni Y.C. ENGINEERING 
615/793-5669 615/793-9142 

Call: Telex: 53-4623 


Play Meter's 
Advertising Department 


504/488-7003 


For Sale 
BATTING UNITS 
2 commercial coin-op ASSO 
model batting units. Used only 
as indoor units. Excellent con- 
dition. $1450 each. Nets & fen- 
dition. $1450 each. Nets & 
Fencing extra. 


918/836-2695 


WANTED 
2-3 WRD Wallette Wall Consoles - Rowe - 
in good condition. 313/386-1773 


Liquidating Split/Second games. $500 ea. 
Games, South 2710 Monroe, Spokane, 
WA 99203. 
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PLAY METER CLASSIFIED ADVERTISING 


Play Meter’s classified ads are sold by word (75¢ per word with a $10.00 minimum) 
or by inch for a display-classified ad ($30.00 per column inch with a 1 inch minimum 
and a 20 inch maximum). Prepayment must accompany ad. You may pay by check, 
money order, Visa or Master Card. Frequency discounts begin at six issues for ads 2 
inches and larger. Rate cards and deadline schedules are available upon request. Send 
ad orders and prepayment to: Play Meter Magazine, P.O. Box 24970, New Orleans, 
LA 70184. For more information, contact Karen Gray 504/488-7003. 


Write in or attach ad copy 


BRING 7 


. 
. 


e-+ese 


"ees 
a Ae 


Company Name 


Name 
Address CS 
a a io City _..._. Shite Zip Total Enclosed 
ee = Ta .. Visa Acct. No. .... Opis 
Master Card Acct. No. 0G, OF iss 


Authorized Signature 


RESULTS! 
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NEWS BRIEFS 


Atari plans to move some of its operations from California and Puerto Rico to FI Paso, Texas, 
according to the April 9 Wall Street Journal. The move will affect about 550 workers (250 in California and 
300 in Puerto Rico). It is not known how many jobs the move will create in El Paso. At press time, Atari 
officials were not available for comment. (More information will appear in a future issue of Play Meter.) 


Pizza Time Theatre’s “application” to the U.S. Bankruptcy Court to sell Sente assets to Bally reveals 
Bally money has supported the Pizza Time effort of late. Prior to Pizza Time’s filing for bankruptcy under 
Chapter 11 status (the company can continue doing business, to reorganize while creditors are held at bay), 
Bally had loaned the company $500,000. 

The application also reveals Bally and Pizza Time had “entered into an agreement” for the sale of 
Sente assets prior to the filing. The so-called Asset Acquisition Agreement includes employment contracts 
for Nolan Bushnell; for engineering personnel Howard Delman, Roger Hector, and Edward Rotberg; and 
for Sente President Bob Lundquist. The agreement specifies Pizza Time will be granted a license to market 
home versions of Bushnell’s game creations. 


Mylstar filed a lawsuit against Bally Distributing for refusing to accept “a substantial number” of 
games it had ordered. Several Mylstar distributors have balked at taking more M.A.C.H. 3s, but Bally is the 
first to be sued. In conjunction with filing the suit, Mylstar announced it has “severed” its relationship with 
Bally Distributing and that Bally “will no longer be a distributor of Mylstar products.” 


Nebraska legislators gave final approval to LB 744 which halts expansion of the Nebraska video lottery 
into any more cities and forces the closure of existing video lottery games by January 1, 1985. Governor Bob 
Kerrey recently signed the bill, and lottery cities can add or subtract games during the remaining months of 
the video lottery. 


The Ohio Music & Amusement Association’s 10th Anniversary Exposition, May 4-5 at the Hyatt 
Regency in Columbus, will focus on what association President Richard E. George calls the “‘creeping crisis 
of video lottery machines. 

“Operators, distributors, and suppliers are now beginning to realize the overwhelming impact video 
lottery machines will have on the total industry,” George said. “As a consequence, Ohio’s operators and 
distributors, as they have so often in the historical past, are taking the lead in working to develop a 
cohesive plan to cope with this latest—and potentially most devastating—threat to their businesses.” 


Williams’ Ron Crouse, marketing and engineering director, has left the company. Meanwhile, Ken 
Fedensa has returned to Williams to assume control of the engineering department (he is hiring ““new 
blood”), while Joseph Dillon, Nancy Goodwin, and Lou Wilson are sharing marketing responsibilities. 


eee 
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MANUFACTURER’S 
SALE 


<i Pe DIRECT FROM FACTORY 


$4,995.00 Each 


Call your distributor or contact: 


NAMCO AMERICA, INC. 
343.Gibraltar Drive, Sunnyvale, CA 94086 @ (408) 745-7600 ®@ Toll Free (800) 538- 1610 @® Telex 171-163 
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800—538-7548 © TLX. 
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3250 Victor Street * Santa Clara, CA 95050 ¢ Telephone 
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©1983 Universal USA, Inc. 


